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“FRIENDLY” FOOTNOTES 


Ne” REG. U.S. PAT. OFF 


page of information and suggestions for relailor 


The organization known as the Jarman Shoe Company will in the future 
be known as 


GENERAL SHOE CORPORATION 


This change is made in the corporate name only — No change has been 
made in the financial structure, nor in the personnel of its ownership, or 
operation. 


Sh. names of the divisions will continue as before: 


JARMAN SHOE COMPANY 
Manufacturers 
“FRIENDLY” Shoe and Boot 


RICHLAND SHOE COMPANY 
Manufacturers A > 

FORTUNE Shoes and Boots = 


BELLE MEADE SHOE CO. 
Manufacturers 
SKYRIDER Shoes and Boots for Boys 


GENERAL SHOE CORPORATION — NASHVILLE, TENNESSEE 


When writing advertisers please mention Boot and Shoe Recorder 
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The VOICE of the TRADE 


When W. H. Harbke, 
past president of the Pacific 
Northwest Shoe Retailers Asso- 
ciation, presented to mayor-elect 
and former shoe man, Joseph K. 
Carson, Jr., of Portland, a ward- 
robe of shoes for every occasion, 


29% Hoo 


Ray 


we had an example of shoes and 
politics standing on the same foot- 
ing. Mr. Harbke said: 

“This will help you follow the 
straight and narrow path that all 
mayors should take and they are 
given with the best wishes of all 
Northwestern Shoe. Dealers.” 

The mayor graciously draped a 
pair of leg boots around his neck, 
put a pair of sport shoes on his 
shoulders, and filled both hands 
and arms with the rest of the shoe 
wardrobe. Mayor Carson  ac- 
knowledged that he knew the pur- 
pose of each pair “because he was 
himself a shoe salesman in his 
early days in Portland, when he 
was employed by Will Knight.” 

Honorable mention for his hon- 
or’s shoes goes to the Nunn, Bush 
& Weldon Shoe Company, the 
Richland Shoe Company, the Jar- 
man Shoe Company, Leonard & 
Barrows, the Knight Shoe Com- 
pany, the Bennett Shoe Company 
and the Brown Shoe Company. 


Sport shoe sizes. 


In some stores they fit women 
with sport shoes a size longer 


than their street shoes, whereas 
they fit men’s sport shoes with the 
same size as their street shoes, un- 
less the customer asks for a size 
larger, saying that he wears 
woolen stockings or likes plenty 
of toe room in his sport shoes. A 
lot of women think that when they 
change from high heels to low 
heels their feet lengthen, and that’s 
another factor in the matter. 


* * * 


Sidney Mann, 
buyer of the Symonds Dry Goods 
Company of Butte, Mont., says: 

“Buyers should not be stam- 
peded into overbuying. Regard- 
less of market conditions, buyers 
should gage their buying and 
watch for a real pick-up in gen- 
eral conditions, for the consum- 
er’s purchasing power is still at a 
low ebb and until he gets more 
dollars to buy the necessities of 
life a buyer with thousands of 


pairs of shoes tied up is going to 
find himself in a very dangerous 
plight.” 

The reputable manufacturer, ac- 
cording to this well-known buyer, 
will protect the interests of his 
various accounts, but it is the spec- 
ulative manufacturer, anxious to 
load up the unsuspecting mer- 
chant or buyer, who bears watch- 
ing at this particular time. 
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Gilson, 


sales manager of the Barbour 
Welting Company, Brockton, for 
years headed the ranks of radio 
enthusiasts, having at one time 
more than 27 sets and various 
hook-ups, but his latest hobby is 


| COVER. THE 
AIRWAYS 


airplanes, and the speedier they are 
the better. He makes of his latest 
hobby an interesting subject and 
a mighty useful medium in cover- 
ing his nation-wide territory. 
This wide-awake stormwelt ex- 
ecutive undoubtedly travels more 
in airplanes than any other execu- 
tive in the industry, knows the 
general run of pilots between 
New England and the West Coast 
by their first names and can de- 
scribe any of the new planes and 
what they are capable of doing in 
the air as accurately as he can 
tell you the various air routes or 
lanes the huge ships are known to 
travel in this modern day and age. 


* * * 


Walker T. Dickerson 
of the Walker T. Dickerson Co. 
of Columbus, Ohio—in the an- 
nouncement of the new prices for 
Fall, 1933, says: 
~“An early adoption of Codes to 
regulate and control the shoe 
manufacturing industry, accept- 
able to the National Industrial 
Administration, will force addi- 
tional advances! How much? We 


4 
D 


do not know. When? Within the 
next two or three weeks. 

“We do not believe it to be good 
judgment or good business for 
any shoe retailer to speculate in 
shoes. Stampeded buying would 
further stimulate advances and 
create false values with the ever 
consequent ‘deflation wringer’ 
ready to go to work again. 

“Buy as much as your past rec- 
ords indicate that you can sell at 
a PROFIT and avoid the night- 
mare of distressing obligations. 
It is smarter to’ be recognized as a 
good merchant than a warehouse 


speculator.”’ 


Barton 
of Batten, Barton, Durstine & Os- 
born recently said: 

“The only thing in business that 
matters is tomorrow. Yesterday 
has little significance except to tell 
us what not to do. The glories 
of the past don’t pay dividends. 
And tomorrow is an unknown 
quantity. Only a lusty imagina- 
tion can even comprehend it. Busi- 
ness is a progress into virgin ter- 
ritory. 

“Business is that part of civiliza- 
tion which discovers what people 
are going to want in the near fu- 
ture, and provides it. The reason 
yesterday means little to business 
is that no one will buy anything 


yesterday.” 
* * * 


B. M. Lippman, 
proprietor of Lippman’s Depart- 
ment Store, Hibbing, Minn., rec- 
ognizes the upswing in business 
more clearly than others, as his 


business is located in the heart of 
the iron mining district. 

“The iron mines have just 
opened,” said Mr. Lippman, 
“which will give our community 
an immediate and additional pur- 
chasing power. We have licked 
the downward trend in business 
in Hibbing, although we found it 
necessary to issue scrip. This was 
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GENERAL HUGH S. 
JOHNSON SAYS: 


—‘Advertising is certain to be an important 
factor in the new industrial relationship 
established under the terms of the Indus- 
trial Recovery Act. In its effects, the law 
will bring to the fore the sales problems 
of the manufacturer and will emphasize 
the importance of an accurate knowledge 
of his markets. Good advertising will 
become more essential than ever.” 

—Gen. Johnson, who is Administrator of the 
Industrial Recovery Act, knows that ad- 
vertising is one of the greatest educational 
forces in our modern scheme of things. 

—My interpretation of his opinion is that 
he believes manufacturers, through their 
advertising, will be in a position “to avoid 
those wasteful and expensive practices in 
selling which so often add needless costs 
to needed products.” 

—Both President Roosevelt and General 
Johnson lay emphasis upon good adver- 
tising. 

—We of the Recorder staff sincerely believe 
that Recorder advertising is good adver- 
tising. 


Suit 


President. 


inaugurated last March 29 and so 
confident are we that business is 
definitely on the up-turn we dis- 
continued the scrip on June 10. 
During April, May and June our 
shoe business was approximately 
12 per cent ahead of the same pe- 
riod a year ago.” 


* * 


H. S. Wonson 
of the Commonwealth Shoe & 
Leather Company, Whitman, 
Mass., has made to the New Eng- 


_ land Shoe and Leather Associa- 


tion his annual report on “The 
Statistical Position of Sole Leath- 
er,” a summary that is always 
awaited with interest by tanners 
and shoe manufacturers. While 
prices have greatly advanced since 


the date the report was prepared, 


it nevertheless affords to market — 


students a valuable compilation. 
According to Colonel Wonson, 
it is impossible to get a smooth 
and steady flow of leather into the 
hands of the users of leather un- 


- and exceeded May, 


less the “pipe line of leather sup- 
ply” is properly filled. It must 
contain approximately 3,200,000 
backs or bends if interruptions of 
cutting and deliveries of leather 
are to be avoided. No surplus ex- 
ists until the supply exceeds this 
figure and a supply which is less 
than 3,200,000 pieces indicates a 
sole leather shortage. 

His table of sole leather statis- 
tics suggest that we are danger- 
ously close to such a shortage. 
Eight months ago substantial sur- 
pluses of cut soles prevented the 
approaching shortage from affect- 
ing sole leather prices, but the sur- 
plus of cut soles has been greatly 
reduced in the past six months 
and is today probably close to nor- 
mal working requirements. 


* 


New England 


shoe production for May was thi 
highest on record for that month, 
1932, by 
nearly 37 per cent. Undoubtedly 
a large portion of it can be ac- 
counted for by retailers stocking 
up in anticipation of higher prices. 


* 


Paul O. Kuehn, 


located in the city made famous 
by a football team, referred to as 
the “Flying Irish”—South Bend, 
Ind., says: 

“Retail shoe prices should not 
be pushed up too high on Fall 
footwear. Prices should be raised 
gradually and not advance too {ar 
ahead of the increased income of 
the consumer. One of the prol)- 
lems with which a majority of 
merchants will be confronted is, 
‘shall I change my prices or re- 
duce my quality?’ We prefer to 
stay with quality footwear and 
price our shoes on the basis of 


I'LL STAY HERE 


cost for good shoes. The public, 
I believe, is anxious to pay for bet- 
ter shoes that fit comfortably and 
give more wearing satisfaction. 
The former ‘cheap’ consciousness 
has been considerably dulled dur- 
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ing the past few years and the 
consumer knows now that in any- 
thing you buy you get no more 
than what you pay for. This ap- 
plies especially to shoes, where so 
much of the value is hidden from 
the eye but the foot feels.” 


* * * 


A\mos Parrish says: 


“The buyer who hasn’t done his 
best to train his assistants will 
sooner or later need assistance— 
to get another job—and he will 
wonder why he is out. 

“One of the pet peeves of peo- 
ple when they get to talking about 
a store is the bad service they get 
from salespeople. Hundreds oi 
people have cures for it and the 
invariable answer for better action 
in a department is better sales- 
people. But it evidently seldom 
occurs to those whose favorite in- 
door and outdoor pastime is giv- 
ing selespeople hell that although 
these salespeople are sometimes 
above the average, they usually 
aren't different from the average. 
For that reason they have to be 
told and led rather than yelled at 
and driven. 

“And if anyone is_ patient 
enough with a person of average 
intelligence he can teach him to do 
a much better than average job. 
But the results will always be in 
proportion to the heart and brains 
of the person being taught. You 
often get a $150 heart for $15 and 
you often get a $15 heart for $150, 
but you can’t expect to get $150 


brains for $15 a week.” 
*x* * * 


Boots for men 
of ample weight,” says Alfred W. 
Donovan, president of the E. T. 
Wright & Company, Rockland, 
Mass., “are needed for support of 
their arches as well as real foot 
comfort.” 

This veteran New England 
manufacturer, who has _ done 
much for corrective shoe mer- 
chandising, in the making of mil- 
lions of Arch-Preservers over a 
period of years, has some inter- 
esting facts to bear out his con- 
tention for the once popular laced 
boot, and predicts that, for a cer- 
tain type individual, such a shoe 
affords genuine comfort. 


Mss. Jean Nash, 


the world’s most fashionably 
dressed woman, loses the title of 
possessing the most pairs of shoes 
to Ina Claire, American stage and 
screen star, who has a stock shoe 
cabinet with not less than 450 
pairs of shoes. Gloria Swanson, 
another of the leading feminine 
stars, manages to struggle along 
with only 250 pairs of shoes, while 
Joan Crawford is reputed to have 
the greatest array of boudoir or 
lounging slippers in Hollywood. 
Adolph Menjou, Clark Cable, 
Leslie Howard and young Doug. 


I WisH I CouLD 

FIND) Some NUGGETS 

LYING AROUND 
SOMEWHERE. 


Fairbanks divide honors for the 
largest shoe wardrobe among the 
male members who toil on the lots 
of the talking picture studios. 


* * * 


Frank X. O’Brien, 


vice-president of The Krippen- 
dorf-Dittmann Co., Cincinnati, 
Ohio, says: 

“The Krippendorf - Dittmann 
Company has granted wage in- 
creases amounting from ten to 
sixteen and a half per cent, effec- 
tive as of July 15. The plant is 
running to capacity.” 


I'M GOING To 
TRY DIGGING ! 


I wish 
MY LUCK 
WOULD CHANGE! 


I WISH 


BREAK! 5 


New Business 


Some. FELLOWS 
HAVE ALL TH’ 
Luck 


Luck? say BROTHER— 


WHY DON’T You JUST 
APPLY ‘YouRSsELF 
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Public 


by 


PAUL HOLLISTER 
Publicity Director 
R. H. Macy & Co. 


The country at the moment is B Ar 
change-drunk. Starving so long, it is (in my opin- mot 
ion) guzzling change with more than a fair chance ing 
of bellyache. Poor indeed proved the day when Con- rad 
gress in session could not erupt a law containing J the 
everything but a new Chevrolet ; the front pages have Wy 
sputtered with ukases and pronunciamentos, with rari 
clarifications which don’t clarify ; hotel ash-trays have Bro 
overflowed with heaps of conference cigar-butts, thei 
while national associations, and retail associations, and titu 
athletic associations, and voluntary cartels have been C 
coding and de-coding themselves for the greatest bou; 
good of those present, and the strong possibility of evel 
giving the late Messrs. Sherman and Clayton the run- chit 
around. doll 

Codes containing clauses providing for protection nor 

from everything but earthquake and chilblains are 
being drawn as fast as stenographers can hammer 

them out. It probably hasn’t caused the rehiring of sale 

many stenographers because the ones who were on the 

the job were perfectly willing to stay after hours and day 

type the revised sheets—but the paper result is N 

formidable. And behind every code, every resolu- mot 

tion, stands full parade formation of the United it b 

States Marines. new 

I am a little fearful that we shall plunge into con: 

change for the sake of change alone. It is true that, C 

as Doctor Alfred Emanuel Smith said in Cambridge cont 

recently, any page-boy in Congress, any sergeant-at- dise 

arms, can draw up a satisfactory repeal resolution on sma 

e the back of an envelope—but it is also true that in will 

this mad rush to lift ourselves and each other by our cove 

The consumer wants what his name implies; bootstraps, to lift and fix prices, to stimulate produc- and 

. new things to consume. He always has. He tion, and to put four cars back into every garage ard B 
| always will. For those advertisers, national a chicken into every car—it is true that we are sake 
and local, who have shown him, in their ap- perilously liable to take our eyes off our customers, the 
peals to him, contempt of his intelligence, he and when we do that, we had better look out. ing 
. is concurrently repaying contempt in the form I have had the privilege of observing the behavior ther 
of increased advertising costs. of what is probably as large and representative a sure 
cross-section of the public as comes into any store. pre 
e A hundred and fifty thousand a day or so—wouldn't arti 
you call that a fair sample? The other day one of cost 

them was the wife of one of the richest men in ing 
America: she bought 36 baby-cribs for a charity home A 


in which she is interested, and two hats for her per- 
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Wants ‘Change 


No legislation or trade association 
will ever prevent the consumer from 
finding that better article for less. 


son, in which she is also interested. Another was a 
sailor from a French liner: he bought a book on 
American jazz music. Another was a prospective 
mother who paid us the delicate compliment of hav- 
ing a baby right in our own hospital. Another was a 
radio actress, buying clothes for her daughter. And 
there were roughly 149,996 others, from Cheyenne, 
Wyoming, to Hackensack, New Jersey—and from the 
rarified air of Sutton Place to the walk-ups in the East 
Bronx—the total, I take it, is America; the total of 
their behavior, I take it, is the national consumer at- 
titude. 

On the first morning of the bank holiday, they 
bought 25 per cent more china and glassware than they 
ever bought before on the first day of a Mid-Winter 
china sale. Is that change? If you're fleeing from a 
dollar, you can’t hoard china and glassware very well, 
nor negotiate it. 


O, the first day the state 
sales tax went into effect, they bought in precisely 
the proportion of want that they showed on the same 
day of 1932. 

No one watches for symptoms of public behavior 
more keenly than a department store, unless perhaps 
it be a newspaper. And I challenge any store, any 
newspaper, to adduce convincing mass proof that the 
consumer wants change for its own sake. 

Change she most emphatically does want—as it 
continues to offer her for a reasonable price merchan- 
dise which will make her prettier, more comfortable, 
smarter—or which will taste “different”’—or which 
will make her home (the home that she has redis- 


covered again after her long joy-ride) more liveable 
and easier to run. 

Because change is running hog-wild tia its own 
sake, let us advertising people string along with 
the public, and apply a little extra energy to study- 
ing what they want next, and how we can get it to 


them better-for-less. Of one thing you can be 
sure: no legislation or trade association will ever 
prevent the consumer from finding that better 
article for less. Anyone who elects the course of 
costing the consumer unnecessary expense is sign- 

ing his own resignation from business. 
A study and regulation of distribution is a whole- 
[TURN TO PAGE 45, PLEASE]. 


Photos by Ewing Galloway, New York 


And | believe that advertising’s only profitable 

course in a changing world is to change itself 

back to reason and balance, to good-natured 

and genuine conversation between a self- 

respecting tradesman and a self-respecting 
customer. 
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By RUTH HARRINGTON 


ean season at this time 2. Is the satin shoe a high fashion or a popular 


Fashion has a mild attack of Satin-itis. Satin dresses 
break out sometime in July and figure as an advance 
Fall promotion. But this year’s satin vogue has all 
the proportions of an epidemic! And the fashion has 
spread from the dress to the hat and even down to 
the shoes. The magazines and newspapers are full 
of satin. The stores are full of satin. They can’t buy 
enough of it to sell. New York is in the throes of 
the biggest satin vogue it has known for many years. 
And Chicago, they say, has been especially hard hit. 
The length and breadth of the Fair grounds the 
ladies are sizzling in satin—the hottest but also the 
smartest thing they could choose! 

All in all satin should be taken seriously this year. 
So let’s be serious now about satin shoes. Let’s ask 
(and try to answer) these four questions. 


1. How is satin being used in shoes—for the 
street or not? 


It’s the street shoe angle of the satin shoe, of 
course that’s important now. Satin evening shoes 
could never upset the apple cart. But if you are go- 
ing into satin street shoes—that’s different. That’s 
the angle that counts. 

Is satin bad taste for the street? Every fashionist 
or stylist you meet will say “yes”—firmly, except for 
extremely formal afternoon wear. But that won't 
stop the masses from wearing satin all around the 
clock if they want to or the stores from selling it. All 
of which leads up to the next question: 
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fashion? 


What, in other words, is its place in the price 
scale? 

For formal afternoon wear and for evening there 
is a recognition of the novelty interest of satin at 
all price levels. But at the higher levels stores expect 
satin to play a very small part in the picture of day- 
time footwear. Suede is expected to fill the smart 
woman's need of a shoe to go with satin dresses. 
Satin and suede or satin and kid is mentioned as a 
possibility and as a shoe in good standing. The mid- 
dle range houses doing a novelty business grow more 
enthusiastic about the possibilities of satin, by itself 
and in combination with other materials and leathers. 
At the lower end, where the economy angle is impor- 
tant (as compared with leather) there you find the 
greatest interest in the satin promotion. In other 
words, high style houses are quite lukewarm, middle 
type houses are moderately interested, and the cheap- 
er stores are all hot and bothered. 


3. How is satin being styled? In what models? 
In what colors? 


The styling of satin follows a general trend in 
patterns. It is most important in the oxford and 
newest in the extremely highcut oxford with novel'y 
treatment of lace stays—the feature shoe of the sea- 
son. Eyelet ties and high cut pumps are shown in 
satin. The T-strap sandal is also in the picture and 
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Satin 
Dresses 


is the pattern to which the higher style houses give 
most recognition. Black is the big color, this is 
natural, of course, since the great majority of satin 
dresses are black. Dark brown and dark gray are also 
used in shoes. Gray has a special interest, particularly 
in combination, where it offers many opportunities 
for interesting color effects. 


4. What about the timing of satin? How long 
can the vogue be expected to last? 


The timing angle is all important. Half the battle 
of shoe merchandising (and all fashion merchandis- 
ing for that matter) would be over if we knew when 
to begin and where to end. Well, the iron for satin 
is hot now. If you can get a few pairs in for imme- 
diate delivery, well and good. But this is no item on 
which to place long delivery orders. Now, before 
coats are worn, now, while satin is still the vogue in 
clothes, is the time to feature a few advanced models 
in satin and in many of the other new fabrics which 

‘ are taking the center of the stage these days. How 
Satin long will it last? Nobody knows. None of us try to 
Gloves predict these days. But all of us can watch the situa- 
tion, eagle eyed, as it develops. There may be an ac- 
ceptance of satin all out of proportion to our expecta- 
tions... And so... of this... more... later! 
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The process of writing 


and approving codes for industry © 


has been so slow and laborious 
that the National Industrial Re- 
covery Administration has been 
forced to submit a blanket code 
covering hours and wages the 
country over. The blanket code is 
strictly an emergency measure, to 
be modified for each industry as 
individual codes are submitted. 
General Hugh S. Johnson, dis- 


BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, July 29, 193: 


cussing the urgent necessity for 
the temporary code, says: 


“A rapid rise in prices and mass 
production is going on. Mass purchas- 
ing power must rise as fast. The 
President has stated his policy to do 
this by prompt shortening of the work- 
week and raising of wages for the 
shorter week. Rules governing hours 


and wages of labor must be included 


in every code and codes must continue 
to come along as fast as possible. 
“But whole industries must organize 
and have many conferences before 
codes can be worked out, and that 


President 


takes a long time. In this national emer- 


- gency we cannot delay broad re-em- 


ployment while we wait for codes. If 
we are not to have a setback in our 
returning prosperity and if we are to 
take this chance to get out of this de- 
pression, we must act more quickly to 
get more and fatter pay envelopes to 
our workers. 

“The employers’ part is to act at 
once and all together to submit and 
scrupulously comply with agreements 
with the President to shorten hours 
and raise wages and to cooperate with 
employees in peaceful adjustment of 
difference. 

“The employes’ part is to do their 
best on the job and to cooperate with 
N. R. A. and employers in peaceful ad- 
justment of differences. More can be 
now done for workers through this 
cooperation of 125,000,000 people than 
can ever be done by discord and dispute. 

“The public’s part—and especially 
the part of women (who control the 
bulk of buying )—is to support all those 
employers and employees who do their 
parts to put breadwinners back tw 
work. 

“For the public to do its part, it 
must know which employers have done 
their part to put people back to work 
by making these agreements with the 
President and by codes. 

“Every industry and every employer 
who has agreed with the President on 
this plan, or who has had approved a 
code covering the vital subject of re- 
employment, will be enrolled as a mem- 
ber of the N. R. A., and given a certifi- 
cate and a government badge showing 


the seal of N. R. A. and the words, 


‘Member N. R. A. We do our part.’ 
It will be authorized to show this 
badge on all its equipment, goods, com- 
munications and premises. Lists of all 
employers authorized to use this badge 
will be on file at all postoffices so that 
any misrepresentation by unauthorized 
use of N. R. A. badges can be pre- 
vented. 

“During the three days beginning 
July 27, letter-carriers will deliver at 
each place of business a message from 
the President, accompanied by a copy 
of the form of the President’s re-em- 
ployment agreement; a certificate of 
compliance form, and a return envelope 
addressed to the district office of the 
Department of Commerce. Any em- 
ployer who has not received this ma- 
terial by July 29 can obtain it from his 
local postmaster. 

“Each employer who wants to do his 
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POWER MUST RISE 


Approves Blanket Code Operative Sept. 7 


part will sign the agreement and mail 
it in the return envelope. 

“On or after Aug. 1 each employer 
who has signed his agreement and put 
it into effect may sign the certificate 
of compliance, take it to his postoffice 
and receive the posters, etc., which evi- 
dence his membership in the N. R. A. 

“The district offices of the Depart- 
ment of Commerce will prepare each 
week a list of agreements received 
from each town, and will send one copy 
to Washington and one copy to the 
postoffice, where it will be posted for 
public inspection. Postmasters will send 
certificates of compliance to the dis- 
trict office, where they will be checked 


off against the list. 

“Every consumer in the United States 
who wishes to cooperate in the Presi- 
dent’s re-employment drive and be con- 
sidered as a member in N. R. A., may 
at any time after Aug. 1, 1933, go to 
the authorized establishment his 
locality (to be announced later) and 
sign a statement of cooperation as fol- 
lows: 

“‘T will cooperate in reemployment 
by supporting and patronizing employ- 
ers and workers who are members of 
N. R. A’ 

“Any such signer will then be given 
and may thereafter use the insignia of 
membership in N. R. A.” 


President’s. Reemployment Agreement 


(Authorized by Section Va, National 
Industrial Recovery Act.) 

During the period of the President’s 
emergency reemployment drive, that is 
‘to say, from Aug. 1 to Dec. 31, 1933, 
or to any earlier date of approval of a 
code of fair competition to which he is 
subject, the undersigned hereby agrees 
with the President as follows: 

1. After Aug. 31, 1933, not to em- 
ploy any person under 16 years of age, 
except that persons between 14 and 16 
may be employed (but not in manu- 
facturing or mechanical industries) for 
not to exceed three hours per day, and 
those hours between 7 A. M. and 7 
P. M., in such work as will not inter- 
fere with hours of day school. 

2. Not to work any accounting, cler- 
ical, banking, office, service or sales 
employees (except outside salesmen) in 
any store, office, department, establish- 
ment or public utility, or on any auto- 
motive or horse-drawn passenger, ex- 
press, delivery or freight service, or in 
any other place or manner, for more 
than 40 hours in any one week and 
not to reduce the hours of any store or 
service operation to below 52 hours in 
any one week, unless such hours were 
less than 52 hours per week before July 
1, 1933, and in the latter case not to 
reduce such hours at all. 

3. Not to employ any factory or 
mechanical worker or artisan more than 
a maximum week of 35 hours until 
Dec. 31, 1933, but with the right to 
work a maximum week of 40 hours 
for any six weeks within this period 
and not to employ any worker more 
than eight hours in any one day. 

4. The maximum hours fixed in the 


foregoing paragraphs (2) and (3) shall 
not apply to employees in establish- 
ments employing not more than two 
persons in towns of less than 2500 
population which towns are not part of 
a larger trade area; nor to registered 
pharmacists or other professional per- 
sons employed in their profession; nor 
to employees in a managerial or execu- 
tive capacity, who now receive more 
than $35 per week ; nor to employees on 
emergency maintenance and_ repair 
work; nor to very special cases where 
restrictions of hours of highly skilled 
workers on continuous process would 
unavoidably reduce production, but, in 
any such special case, at least time and 
one-third shall be paid for hours work- 
ed in excess of the maximum. Popula- 
tion for the purpose of this agreement 
shall be determined by reference to the 
1930 Federal census. 

5. Not to pay any of the classes of 
employees mentioned in paragraph (2) 
less than $15 per week in any. city of 
over 500,000 population or in the im- 
mediate trade area of such city, nor less 
than $14.50 per week in any city of be- 
tween 250,000 and 500,000 population, 
or in the immediate trade area of such 
city; nor less than $14 per week in any 
city of between 2500 and 250,000 popu- 
lation, or in the immediate trade area 
of such city; and in towns of less than 
2500 population to increase all wages 
by not less than 20 per cent, provided 
that this shall not require wages in ex- 
cess of $12 per week. 

6. Not to pay any employee of the 
classes mentioned in paragraph (3) less 
than 40 cents per hour unless the hourly 
rate for the same class of work on 


July 15, 1929, was less than 40 cents 
per hour, in which latter case not to 
pay less than the hourly rate on July 
15, 1929, and in no event less than 30 
cents per hour. It is agreed that this 
paragraph establishes a guaranteed min- 
imum rate of pay regardless of wheth- 
er the employee is compensated on the 
basis of a time rate or on a piece-work 
performance. 

7. Not to reduce the compensation for 
employment now in excess of the mini- 
mum wages hereby agreed to (notwith- 
standing that the hours worked in such 
employment may be hereby reduced) 
and to increase the pay for such em- 
ployment by an equitable readjustment 
of all pay schedules. 

8. Not to use any subterfuge to frus- 
trate the spirit and intent of this agree- 
ment, which is, among other things, to 
increase employment by a_ universal 
covenant, to remove obstructions to 
commerce, and to shorten hours and 
to raise wages for the shorter week to 
a living basis. 


Agreement as to Prices 


9. Not to increase the price of any 
merchandise sold after the date hereof 
over the price on July 1, 1933, by more 
than is made necessary by actual in- 
creases in production, replacement, or 
invoice costs of merchandise since July 
1, 1933, or by taxes or other costs re- 
sulting from action taken pursuant to 
the Agricultural Adjustment Act, and, 
in setting such price increases, to give 
full weight to probable increases in 
sales volume and to refrain from taking 
profiteering advantage of the consum- 
ing public. 

10. To support and patronize estab- 
lishments which also have signed this 
agreement and are listed as members 
of the N. R. A. (National Recovery 
Administration ). 

11. To cooperate to the fullest ex- 
tent in having a code of fair competi- 
tion submitted by his industry at the 
earliest possible date and in any event 
before Sept. 1, 1933. 

12. Where, before June 16, 1933, the 
undersigned had contracted to pur- 
chase goods at a fixed price for de- 
livery during the period of this agree- 
ment, the undersigned will make an 
appropriate adjustment of said fixed 
price to meet any increase in cost caused 
by the seller having signed this Presi- 
dent’s reemployment agreement or hav- 
ing become bound by any code of fair 
competition approved by the President. 

[TURN TO PAGE 44, PLEASE] 
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LIVE Mailing List 


You’re Missing Possible Profits When You 
Neglect This Opportunity for Increased 
Sales at Small Cost--Get Set for Fall Now! 


ihe shortest cut 
to added shoe sales is via the 
CLASSIFIED mailing list—a live 
list organized so that you can ap- 
peal to the special interests of a 


particular prospect group, with the 
least possible waste. 

A list clogged with dead wood 
makes cost per sale prohibitive. 

A live classified list is profitably 


Children (names and ages) 


Letters or cards sent 


FORM I—ON 3 x 5 INCH CARDS 


Customer's Purchase Record 

Date Style Size Price | Date Style Size Price 


FORM 2—ON REVERSE OF FORM | 


productive when mail messayes 
are compelling and convincing. 

John the Shoeman, Inc., Provi- 
dence, R. I., sold boots to 40 of a 
list of 175 fishermen on the first 
mailing and got still more results 
from a follow-up. 

The same principle of increased 
sales possibilities applies to every 
one of the prospect groups in a 
classified mailing list. 

Had John the Shoeman used a 
big general list, he might have 
caught a few “stragglers,” but the 
cost per sale would have been too 
high. 

For general publicity the news- 
paper reaches more prospects at 
smaller cost. Even at sale time 
the principle of the “classified” 
group applies—the mail message 
to the customer list backing uf the 
sale announcement to the general 
public in the papers. 

Most lists are obsolete today. 
Unless yours is one of the few 
lists that have been kept constant- 
ly checked, you might better start 
from scratch—building up an en- 
tirely new list that is up to the 
minute. Using a dreg-laden list 
will immediately create the prob- 
lem of prohibitive cost per sale. 


Summertime Is a Good Time 


The Summer months give you 
an excellent opportunity to get 
your list in order. Even in a two- 
man store one man can be spare: 
part of many days for list work. 
In a one-man store work can be 
done while waiting for customers 
—or the assistance of family mem- 
bers or others secured. 

Telephone books and so on are 
a source of lists, but the best plan 
is the “census” or personal inter- 
view plan. 

To do this, the town or tradiny 
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Money 


—Here’s a 
Practical Plan 
for Curing the 


AILING LIST! 


area is divided into sections ; these 
should be governed by customer 
possibilities. Sections in which 
your type of customers live are 
most important, while a list from 
another section, while live, might 
actually be dead-wood in your list, 
because those people buy very lit- 
tle at your type of store. 

The interviewer working a sec- 
tion makes personal calls at each 
home. He has “calling cards” 
bearing the store name and his 
own as representative, as an intro- 
duction and identification. 

His opener would be to the ef- 
fect that Blank’s Shoe Store de- 
sires to discover how it can be of 
greatest service to the community 
and is making a personal review 
to determine how this can best be 
done. 

He has a form on which com- 
ments and suggestions are jotted 
down. During the interview he 
also secures the “census” of fam- 
ily members, including the hus- 
band’s occupation, or that of other 
employed members of the family, 
the children’s names and ages. 
Also if they are customers of the 
store; if not, why not? 

Here’s a suggested form for 
the interviewer : 


Occupation of employed members 
Average price paid for shoes .......... 
Comment: 


About 100 to 125 homes can be 


called on in a day; a goodly num- 
ber can be obtained daily through 


evening calls. To each one inter- 
viewed not a customer, send a let- 
ter or card: 
Dear Mrs. Blank: 

Thank you very much for the helpful 
information given to our representative. 
It will aid us in making our store of 
greatest possible service to (town 
name). When you have time, I shall be 
glad to have you stop in and ask for me, 
that I may show you (without obliga- 
tion) how splendidly prepared we are to 
meet every footwear need of yourself 
and your family. 

Yours very truly, 
(Signature and title) 


If the person interviewed is a 
customer use the first paragraph 
adding, 


We appreciate your patronage, and 
shall endeavor to merit its continuance. 
In our endeavor to make new custom- 
ers, we shall never knowingly neglect 
our old friends. 


While this plan entails more 
work, the list obtained is accurate 
and complete. The information 
and suggestions (and_ possible 
complaints) offer a remarkable 
opportunity for a check-up and 
betterment in your store. It of- 
fers a wonderful possibility as a 
foundation for increased business. 


A Simple Card System 


Forms 1 and 2 are printed on 
3 x 5 inch cards. Form No. 1 is 
the general or prospect list. Form 
No. 2 is the customer’s list. 

The names from the interview- 
er’s slips are transferred to the 
cards. Use a white card for men 
and a yellow card for women. 


21 


Then break down the list into 
groups, according to the type of 
footwear a man’s or women’s em- 
ployment might require. J. E. 
Jones might be a doctor ; he would 
be tabbed as a professional man, 
and he might have a tab as a 
golfer or other sportsman. 

Children’s names and ages can 
be included on the mother’s card, 
unless they are employed or old 
enough to buy their own shoes. A 
tab on the mother’s card should in- 
dicate children. 

Varying conditions require dif- 
ferent groupings in different 
towns. 

The white tab should be re- 
served for Form No. 2, and be 
placed as a “call up” warning, 
three months later than the last 
purchase recorded on the card. 
Those initials across the top of the 
form indicate the months of the 
year. This gives a regular check- 
up on your customers and pre- 
vents much customer loss. When 
you follow up with letters to ex- 
customers, have a_ special tab 
“flag” for those you are writing. 
[TURN TO PAGE 48, PLEASE] 
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THE EDITOR'S OUTLOOK 


July 29, 1933 


Copyright, 1933, Boot and Shoe Recorder Publishing Company, New York 


Fi scarcity of a given commodity, 
for whatever reason, will drive up its price then we 
are seeing the old law of supply and demand being 
manipulated to serve a good purpose. The admin- 
istration at Washington has adopted one simple 
philosophy—the artificial making of shortages to 
raise prices. 

When part of a planter’s field of cotton is ploughed 
in, shortage is artificially made and the planter will 
get for the rest of his cotton as much and more than 


he would have received for the entire field. If the. 


national acreage of wheat is reduced by a leasing 
process, the result is a national shortage and the 
inevitable answer to that is higher prices. If in the 
field of labor 20 per cent of the hours of work are 
ploughed into leisure, then the answer is expected 
to be higher prices (in wages) for all workers, every- 
where. 

This action, as startling as it is revolutionary, is an 
attempt to control the law of supply and demand by 
both business and governmental planning, coordinated 
to that end. Then the hope is that unemployment, as 
a problem, will be solved and that the real purchasing 
power of the mass will consume all of the goods of 
industry, the products of agriculture and the mines 
and bring about the greatest experiment of all— 
balanced civilization. 

In a nutshell, we have given you the modern 
economic theory now prevailing in America. Obvious- 
ly the old system could not have continued for the 
machine had outrun the financial-capacity and the 
consumption-capacity of our people. The individual- 
istic system had got itself into such a mess through 
plunging millions into distress in a land of plenty, 
that it must now put through modifications and 
restrictions unprecedented in history. Emphasis from 
now on is on increased income for the people if the 
increased price for everything is to be accepted na- 
tionally. 

The Government, in planning to spend three or 


Can Artificial Shortage Produce Prosperity? 


four billion dollars in public works, uses that instru- 
ment of wage-making as a self-starter to industry 
moving down the road of progress. The Government 
proposes to spend this staggering amount of moncy 
in “regenerative projects.” There’s a new term of 
marvelous meaning. It works this way. The Govern- 
ment gives funds to a community to build a sewer 
system. The initial project may necessitate three miil- 
lion dollars; but only the primary sewer system is 
built. It is then necessary to connect the system up 
with the homes of individual property owners, etc., 
etc. That will probably necessitate an expenditure o/ 
six million dollars more—all good work leading to 
wage envelopes for workers, plus materials and ad«i- 
tional equipment. 

So, if Washington spends judiciously three billion 
dollars, it will mean from six to ten billion dollars tu 
complete the undertaking. When all is finished, a _na- 
tion’s real worth is advanced that amount and inci- 
dentally it has served to speed up the process of 
recovery. 


p resident Roosevelt has a favorite 
football simile—“The quarterback is still calling 
signals.” So, in these mid-Summer months, every 
huddle of heads in Washington is endeavoring to find 
the best line of play for not only next Fall and Win- 
ter but for the duration of the National Industrial 
Recovery Act. Business is discovering from these 
signals that its first responsibility now is the wage and 
hours of workers. That set of signals is the basis 
of the unemployment drive. 

Business has, up to this point, neglected the study 
and promotion of its own worker welfare. Now it is 
forced to study that angle first, for a set of rules has 
been: laid down, establishing a new code of human 
relations to bring about a social force that will give 
employment to every individual willing to work, pro- 

[TURN TO PAGE 37, PLEASE | 


i 
q 
SS | 
i 
| 
} 
Hi 
Amaz 
(foot 
norm 
| 
| 


Boot AND SHOE RECORDER 23 
combining THE SHOE RETAILER, July 29, 1933 


FOOT’’...‘“4 OUT OF 5” 


ee 
and Now F. A, a new publicity 
idea will attract interest of millions to shoe comfort 


“Halitosis”, “B. O.”, “Athlete's Foot” and other unique 
publicity ideas have aroused the interest of millions and sold 
many thousands of dollars worth of merchandise. Now, 
Rohn introduces “F, A.” (foot agony) another unusual 
advertising and publicity idea to promote the New Rohn 
Nu-Matic Cushioned, Nail-less Shoes for men and women. 


She SUFFERS! 


>. 2 eas Millions of men and women will 
} ie be intrigued by the ingenious ap- 
ty. eal of ‘‘F. A.’’ (foot agony). 


Amazing relief from ‘‘F. A.”’ 
(foot agony) is ager to every 7 
normal foot by the soft, velvety 
comfort provided by the New of 
Rohn Point’? Nu-Matic 

Cushion. An exclusive new Rohn 


—e ‘o longer need they suffer shoe 


discomfort. They will enjoy the 


for Men and Women. 


Salesmen! 


Several territories still avail- 
able. Sell yourself in your 


x Send for 


rst letter. \\ 
— PLAN Now! 


complete information 

relative to the New 

ohn Nu-Matic 

Shoes. Send for 
your copy. 


NEW ROHN POINT Nu-Martic CusHiIoNn 


GREATEST SELLING IDEA EVER ACHIEVED IN SHOE COMFORT 


Now, every high grade shoe dealer can add much new additional business on a very profit- 

- able basis. The exclusive New Rohn principle of construction brings you “America’s 
Finest Comfort Shoes for Men and Women”. This great advancement in shoe man- 
ufacture will open up entirely new sales for every alert dealer. A concentrated line, 
carried In-S will sell quickly, easily and profitably and lifts you out of the price- ° 
cutting competition of ordinary, featureless shoes. Special dealer husibiaien plan and 

iginal new advertising pr gives unusual advantages to dealers. Write at once 
for complete information. Rohn Ske Mfg. Co., 512 W. Florida St., Milwaukee, Wis. 


Rohn NU-MATIC CUSHIONED NAIL-LESS SHOES 


When writing advertisers please mention Boot and Shoe Recorder 
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THE SHOE STORE 


A Working Schedule for Busy 


Merchants 


How about an ad on “Ad- 

vance Fall Styles” for to- 
night’s paper? If you have the 

s it’s none too early to start 
talking about them. Put in an 
attractive window to back up 
the ad, using your Summer close- 
outs, or a good hosiery item as 
a week-end leader. 


This is a good time to 

send out a letter or folder 
to your mailing list, talking about 
the new Fall styles, the general 
upward trend of prices and the 
advisability of buying now. Bet- 
ter check your mailing list over 
too and get all the “ ood” 
out of it now. 


12 The most important thing 
to do on this Saturday, 
and EVERY Saturday is to spend 
every possible minute of your 
time on the floor selling and 
seeing that customers get at- 
tention. It’s your BIGGEST job 
and it can make a tremendous 
difference in the day’s receipts. 


Improved conditions and 

the general better feeling 
point to a good August busi- 
ness—but not if you sit back 
and wait for it! You'll have to 
GO AFTER IT, and the more 
aggressively you advertise and 
merchandise the more you'll 
get! Are your plans all laid? 


See that everyone men- 

tions hosiery and slippers 
to every footwear customer 
today—and not just in a general 
way. Pick out one good num- 
ber and have everyone actually 
show a pair to each customer 
with a few words about its 
value, etc. This is standard 
chain store practice. 


9 Of course you have made 
arrangements for any new 
window and interior trim ma- 
terial for Fall that you are going 
to require. If you have any 
repairs to make on store or 
fixtures this is the time to take 
care of them. Get everything 
shipshape for a BIG Fall trade! 


2 Pay particular attention to 
your windows this month. 
Keep them interesting — and 
keep them changing. Play up 
Advance Fall Style, and the ad- 
visability of buying early before 
prices advance more. Price every 
shoe you display. Make a day- 
by-day window schedule for the 
entire month. 


10 It is time for a thorough 

inspection of the store 
for Fire and Accident hazards. 
And how about the old heating 
plant? You don’t need it now, 
so this is just the time to get 
it in shape to do its duty later. 
Are all window fixtures in good 
shape, ready for use? 


14 In this week’s windows 
play up Hosiery with your 
new Fall footwear, giving em- 
phasis to the new Fall colors. 
Your trade depends on you for 
information about the new styles 
and new colors—it’s news. Until 
you tell them the news you 
can’t expect them to want to 
buy the new 


Make a final stock check 

for all odds and ends of 
Summer styles that ought to be 
cleaned up and use them for 
“window leaders” Saturday at 
prices that will sell them. Are 
you going after the football and 
basketball shoe business of the 
local schools this year? Now's 
the time! 


A new week means new 

window displays. If you 
do not have enough new styies 
for a complete change then re- 
arrange your displays, giving the 
place of prominence to the 
styles that were not out in front 
before. Make your windows 
LOOK new and different if you 
want results. 


1 What are you going to 

do to stimulate week- 
end business tomorrow? You'll 
have an ad and a good window 
on Fail styles, of course, but how 
about an August Hosiery Sell- 
ing, or some such event to give 
an extra urge to buy? Have 
you some numbers you 
can use? 


1 Here’s a good selling 

ides. Send every cus- 
tomer on your list a card reading 
“Blank’s Hosiery Club” with ten 
numbered spaces on it. Ac- 
company the card with a letter 
explaining that when ten pairs 
of $1 hose have been purchased 
and the card punched you'll 
give a pair free. 


| Get Away to a Flying Start on Fall §S 
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CALENDAI 


FOR. ¢ ¢ ¢ 
AUGUST 


To Produce More Profit Through Planning 


1 Do you know most of 

your customers by name? 
Can you stand at the door and 
greet them by name when they 
come in? If not, it’s a good 
habit to cultivate, for folks like 
to trade where they’re known 
and welcomed. If you don’t 
know them all find out their 
names before they leave the 


24 If school opening is with- 
in the next two weeks 
this would be a good time to 
send out a letter on School 
Shoes to your trade. Have any 
of your early Fall styles proved 
poor sellers? If so mark them 
down and plan to use them for 
window leaders next Saturday. 


2 In the new windows 

today play up FALL 
STYLES and also NEW FOOT- 
WEAR FOR THE LABOR DAY 
HOLIDAY. The holiday week- 
end provides the last chance to 
clean out all sports styles you 
do not want in stock in Septem- 
ber. Plan to push these styles 
all during this week. 


1 Are you checking stocks 
regularly? It’s a tedious 
job, yet more sales are lost 


- because the size or the color 


the customer wants is out of 
stock than for any other reason! 
Have you in stock today the 
most wanted hosiery colors in 
the best selling sizes, for in- 
stance? 


21 It's time to get at those 
windows again and give 
them a thorough change, or at 
least a rearrangement. And 
having done this on Monday 
don’t think you’re through .for 
the week. Change them ° as 
often in between Mondays as 
you have new worthwhile styles 
to justify it. 


2 You should have a BIG, 

powerful ad in tonight’s 
paper for Saturday selling. You 
have a lot of things to talk 
about—Smart Fall Styles, School 
Shoes for the Children, Shoes 
for Those Going Away to School, 
etc. And Saturday’s windows 
should be just as powerful as 
the ad! 


2 Are local merchants 

planning a Style Show 
next month? If not why not get 
together now with the best 
ready-to-wear shop that does 
not sell footwear, and work with 
them on a small Style Show for 
your two stores, to be held pos- 
sibly in the ready-to-wear store. 


18 With August more than 
half gone tonight’s ad 
should begin talking Fall Styles 
in real earnest. Use generous 
space, and the very best illus- 
trations you can get. Make 
your ad smart, yet simple. Don’t 
try to be literary—try to SELL! 
Don’t talk too much—BE BRIEF! 


22 Check up on the opening 
dates of local schools and 
plan for your School Shoes cam- 
paign. And how about the 


“various specialties, such as com- 


fort footwear, hunters’ shoes, 
etc. Are these ordered so 
they'll be in stock when the 
demand comes. How’s your 
stock of rubbers? 


26 Last Saturday in August 
—make it a good one! 
Have your leaders out on a table 
where they can be seen. Have 
your best hosiery seller played 
up with a card that literally 
“talks.” Keep the selling force 
up on their toes by spending 
your time out on the floor with 
them. 


30 There should be a mid- 
week newspaper ad this 
week, on account of the holiday 
week-end. A good hosiery spe- 
cial might be a good feature for 
this ad. Check stocks to make 
sure you are all ready for a busy 
September selling season. You 
cannot afford “outs” now! 


19 Give every one who 
comes in the store today 
a chance on a box of silk hose 
to be given away at say 8 
o’clock tonight. This will in- 
sure a good evening crowd. 
Have a good “leader” on sale 
from 6 p.m. to closing, promi- 
nently displayed and mention it 
to every customer. 


23 Check your stocks again 
today. And have you 
checked up on all Fall styles on 
order to make sure they will be 
on hand before September Ist? 
An ad on Fall Footwear for 
Those Going Away to School 
would be very timely almost 
~~, day now—and a window 
‘oo! 


31 Today should find you 
with a complete adver- 
tising and merchandising plan 
worked out for the month of 
September. Know how much 
you can afford to spend in ad- 
vertising and then PLAN how 
best to spend it. Schedule your 
windows for the month. Select 
“window leaders” for each Sat- 
urday. 


Selling by Alert August Promotion 
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A children’s shoe window by Best & Co., Fifth Avenue, New York, the most striking characteristic of which is the impressive line-up of 
styles and types of juvenile footwear. From such a varied selection almost any mother can pick the shoe her child requires 


Sell More Shoes, Show 


More Styles 


the paramount problem 
confronting the retailer at the present moment is the 
question of how to sell goods on a rising price mar- 
ket in which the sum total of consumer purchasing 
power is still at a low ebb. It is clearly impossible 
to maintain volume or hope to increase it under these 
conditions without resorting to some effective meas- 
ures of sales promotion. It is equally apparent that 
with costs of store operation rising in all directions, 
sales promotion measures must not only be made 
productive but must be held as closely as possible 
within the bounds of rigid economy. 

Because they offer exceptional possibilities for sales 
promotion that is not only productive but economical, 
windows will undoubtedly come in for even more at- 
tention than heretofore in the new merchandising era 
that lies ahead. Window space is paid for out of the 
store’s rent ; the displays in windows involve no addi- 
tional cost to the retailer over and above the expense 


As Prices Advance, Customers Will 
Pick and Choose, and Shoe Win- 
dows Should Show Varied Selections 


necessary to make them effective through such trims 
as may be necessary to give them a proper sales ap- 
peal. Therefore no* retailer can afford to neglect to 
make the most of these possibilities in a period when 
sound promotion at an economical cost is a prime es- 
sential. 

The practical problem, however, is how to use the 
store’s windows to the best possible advantage in pro- 
ducing the desired results. The new era in retail 
distribution undoubtedly calls for new methods and 
a new and different appeal to the customer. What 
sort of window display can be devised to produce the 
sort of customer interest that will result in sales when 
prices are advancing and people are still interested in 
getting the most for their money? 

Price alone has been the dominating theme of most 
retail selling during the past two years, with the result 
that the edge of that sort of selling argument has 
been dulled by repetition. In any event, however, the 
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Shoe by M. A. Packard Com- 
pany, Brockton, Mass. Barclay 
last, Archup construction. In 
stock, No. 424. Hubschman’s 
Tandrite Calf, color No. 142. 


COLOR 


Tandrite 


Tanned by a process exclusive in many ways, Tandrite achieves fine | 


grain, tightness of break and mellow feel. Its deep, glowing color, 
Aniline finish and pliable body are unsurpassed. > > Display shoes of 


colored Tandrite Calf this Autumn .. . for in Color Tandrite is supreme! 


E. HUBSCHMAN & SONS, INC., PHILA. 


TANNERS OF FINE CALF LEATHERS 


When writing advertisers please. mention Boot and Shoe Recorder 
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Observe how the principle of customer selection has been applied in this women’s shoe window by Best & Co. This display covered the 
entire field of Summer footwear for every sort of use and occasion, and the shoes were so arranged as to provide high visibility for every style 


price argument is no longer available to the extent 
that it has been in the recent past, and the merchant 
must find a new avenue of approach through which to 
arrive at the desired goal of customer interest which 
will result in sales. 


I, their frantic endeavor to outdo 
one another in offering unheard of values at unheard 
of prices, retailers have to a large extent overlooked 
the fact they are really suppliers of merchandise 
which the public needs and wants and not merely com- 
petitors for the available spending money of the com- 
munity. Many of them have forgotten that what 
the public is really interested in is things rather than 
the prices of things, notwithstanding the fact that 
recent experience has proven pretty definitely that 
people will refuse to buy what they do not want re- 
gardless of how low the price may be. And now, 
when merchandise—shoes, for example—will cost 
more, it can be regarded as a definite certainty that 
customers will be even more discriminating in the 
kind of shoes they buy. They will demand an oppor- 
tunity for selection and will stand upon their privi- 
lege to pick and choose before they pay. 

This increasingly exacting attitude on the part of 
customers will place a tremendous responsibility on 
the retail buyer, who must use great care in select- 
ing the styles and types of shoes that men and 
women will wish to buy. It also holds, we believe, 
the answer to the sales promotion problem of the 


iminediate future and prescribes the kind of win- 
dows the display man must devise if he is to 
appeal successfully to the demands of a more (lis- 
criminating public. The retailer must not only have 
the styles and kinds of shoes that people will wish to 
buy; he must also show the public that he has those 
shoes, for the customer buys only what he is shown. 
Here is where window displays come into the picture. 

The most effective window displays of the new 
period in retailing, we believe, will be those which af- 
ford a proper opportunity for customer selection. 
They will not overemphasize price; neither will they 
be the too “snooty” type of style window that con- 
tents itself with showing just a few pairs in an ornate 
setting. Rather they will be the type of window 
that affords the customer an opportunity to see every- 
thing that is available and that will emphasize the 
good points of every shoe, the things that make it 
desirable from the customer’s viewpoint, the actual 
points of desirability and value that make it worthy 
of its price. 

The photographs accompanying this article illustrate 
two types of windows which have been employed to 
provide this important element of customer selection, 
at the same time producing attractive displays at a 
moderate expenditure. Observe the large number 
of shoes shown in these windows, and the effective 
groupings, which make it possible for the prospective 
customer to gain a good idea of patterns, colors and 
materials before entering the store. Out of suc! a 

[TURN TO PAGE 48, PLEA*E] 
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AKES THE 


Out 


SHOE 
Dr. Scholl's 


Foot Measure and Shoe Size Indicator 


Assures Scientific Accuracy in Fitting 


This measuring stick so widely and success- 
lly ped shoe fitters all over the world indi- 
ates immediately the exact length of shoe that 
ould be selected for the particular foot meas- 
ed. It doesn’t require the adding of additional 
izes aS With other foot measuring sticks. This 
aves time and alleviates uncertainty. Bt ai 
By applying the stick at the great toe joint seat th 
dat the junction of the little toe the width may 
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very- Mrevented. Don’t guess—know your customers’ 

the [hoe requirements and this little device will pay 

ke it [oritself many times. No shoe store is complete , 
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THE SCHOLL MFG. CO., Inc. 
213 W. Schiller St., Chicago 
62 W. 14th St., New York 112 Adelaide St., E., Toronto 


This 213 W. Schiller St., Chicago 


orthy 


trate 
ad to 
tion, 

at a 
m ber 


/ 


Please ship us................ dozen Dr. Scholl’s Foot Meas- 
ure and Shoe Size Indicators at $1.25 each. 


Coupon | 
Today! 
| 


ASE] Measuring the Width City. State 


When writing advertisers please mention Boot and Shoe Recorder ; 
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Just Word 
About Ourselves 


T was indeed kind of Mr. Leach to send us voluntarily the letter which 
is reproduced on the opposite page and then, at our request, to give 
us permission to make public use of it. 


The basis upon which the RECORDER has been built is that of USE. 
Our editorial policy is motivated almost exclusively by this same theory 


of USE. 


‘“Getting more shoes sold right” is a RECORDER slogan and obsession. 

_ For years we have labored—and not in vain, despite the temporary set- 

back occasioned by the late Depression—to help the shoe merchants of 

America to a better understanding and application of the most timely 
principles of better buying and selling. 


That we have succeeded to some degree at least is best evidenced by 
our thousands of loyal and successful friends among the retail shoe mer- 
chants of every section of this country. 


The REcorpEr theory of USE has been expressed in many ways. The 
RECORDER has played an important part in the formation and promotion 
of many of the important active organizations of the industry. 


The RecorbeEr has had much to do in moulding shoe public opinion 
during the many crises and great industrial upheavals that have occurred 
during its fifty-one years of active service. 


The Recorber has been sponsor of many of the most successful trade 
campaigns, such as National Sport Shoe Week, National Foot Health 
Week, etc. These campaigns have had much to do in getting that “extra 
pair” of shoes sold—and sold on a practical basis of USE. 


So, whereas we are as modest as a publishing and editing organization 
could be expected to be, we nevertheless appreciate such gracious ap- 
proval as Mr. Leach extends to us and take the offered opportunity to say 
just a word in behalf of our own right to claim a place in the national 
shoe and leather scheme of things. 


Zot 
President, 
Boot & SHoe Recorper PusiisHine Co. 
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31 
Curve OFFice 

GEo. E. Kerry, COMPany 

June 
Twenty-threg 
y 3 3. 
le 
Mr. B, Terhune President 
Boot 82d Shoe Recorday. Pub, Company , 
y 239 West 39th Street 
New York, N. y, 
Dear Mr, Tertune; 
This 18 prov; 
both Tetail, In fact all of U8 wish We had More of 

then, 

There ‘hag Of reason, for this per 8 but know that one 

Of the big ones is the fine ofan Recordey and we, as 

One “anufacturer, are "iting to "thank you," 

Yours Very truly, 
Vice President 
GEO. gz, KEITH COMP any 
LS/Geo, g. Leach, 


“Your customers are telling you every day, every week, every month what they want. This is the story that i 
It is a story that can have a happy ending or an unhappy one, depending on the kind of sales 
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is written in your sales records. 
records you maintain 


The New Path Profitable 


As a background | would like 
to discuss for a moment the purpose of sales record- 
ing and analysis. We must distinguish at the outset 
between two purposes in sales recording, classification 
and analysis. We must recognize what I like to call 
a historical group of sales records and on the other 
hand an operating group of sales records. In the first 
group I would place all sales records or statistics 
expressed in dollars and cents. In the second I 
would place all sales records and statistics expressed 
in terms of units of specific merchandise. It is not 
my purpose to analyze in detail this first record 
group. The historical group is valuable largely from 


No. 4 in a Series of Articles 
By LAWRENCE A. SCHOEN 


Operating Director, Wise Shoe Co., Inc., New York 


a financial point of view. Total of sales expressed 
in dollars and cents are in the preparation of a profit 
and loss statement. Their usefulness to your busi- 
ness, however, ends there. From a merchandising 
angle—and that is what we are interested in—total 
dollars and cents figures are worthless. I might also 
say that total unit figures are almost worthless, as 
we shall see in a moment. 

It is no exaggeration to say that the second group 
of sales statistics, the so-called operating group, is the 
backbone of your merchandising planning and operat- 
ing process. In a previous article I made the state- 

[TURN TO PAGE 34, PLEASE] 
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SEASON AFTER SEASON THE WHIMS OF FASHION CHANGE 
BUT NEVER PUBLIC FAVOR FOR SOLID SOLE LEATHER 


Many dealers could easily swell profits if an appeal were made 
with the right product, to the universal regard for solid sole leather. 
Style — something fanciful and fleeting — may be emphasized but 
to disregard other human-interest and substantial features of shoe- 
making, is just letting money slip through the fingers. Shoes be- 
come conspicuous values when bottomed with Kistler “Bench 
Brand” Sole leather. For that reason it pays to make a selling 
feature of this leather. 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


is not a substance easily affected by weather or wear. The un- 
sightly condition of frayed or spread edges need never be feared. 
From its action on dress, sport or heavy-duty shoes, one quickly 
understands the reason for its favor. To sell quality shoes at a 
stabilized price with full profit is not an impossible objective with 
this sole leather to build on. Substantial customers, invariably 
steady customers, value merit highly. Don’t pay the penalty of 


of leather. The part used for 
KISTLER “BENCH BRAND” poor sole leather. 


LEATHER COMPANY 


whole side. 
FOUNDED 1840 


 BOSTON-MASS-: | 


When writing advertisers please mention Boot and Shoe Recorder 
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Call your customer's attention to the service: 
able quality of Kistler “Bench Brand 
eather Soles their mois- 
quality + their flexibility which 
provides comfort to the feet. point to the 
uBench Brand” mark (we recommen you 
nave on shanks) as gndicating that the 
makers of The Finest ‘America 
endorse such claims: Customers of 
quality are easily sold. 
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HARRY N. WHEELER 
President 
Wheeler’s Shoe Store, Inc., 
Birmingham, Ala. 


“In my opinion the shoe clerk,” explains Mr. 
| Wheeler, “is about in the same position of 
trust as a prescription clerk in a drug store. A 
mistake by either may cause much suffering. 
Beyond a certain leeway our sales force is 
held accountable for misfits, except of course, 
~ where the customer dictates size.” 
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Correct Fit 
Quality 


Hold Trade 


Most Effective Weapons in 
Combating Cheap Shoe Com- 
petition, is Experience of Bir- 
mingham Merchant Who Finds 


Consistent Shoe Service One 
of the Best Assets a Store 
Can Have 


Building repeat business 
by fitting the customer more perfectly is a fine art 
with Wheeler’s Shoe Store, Inc., Birmingham, Ala. 
Harry N. Wheeler, president, concluded out of 31 
years of experience that correct fit is the one fea- 
ture, not excepting wear, which cements a customer 
to a store. Accordingly he attuned his whole busi- 
ness to the idea that shoes are not sold like cigarettes, 
but are “fit to measure.” 

“In my first years in business I thought customers 
came in and complained of misfits because they didn't 
like the shoes and wanted their money back,” said Mr. 
Wheeler. “However, further experience and study 
convinced me that about 65 per cent of the public 
had bad feet because of ill-fitting shoes, and that the 
shoe salesman was more to blame than the custom- 
ers. Consequently I decided to give my customers 
a new deal with the idea that it would redound to 
the store’s credit. Under our policy of ‘a fit in every 
box’ I am glad to say we have held our customers 
even during the past three years, when the tempta- 
tion to patronize the ‘sales’ stores was greatest.” 
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IN THE 14 MONTHS THAT | HAVE 
FEATURED DR.SCHOLLS FOOT COMFORT 
SERVICE | HAVE BUILT UP A BUSINESS 
IN APPLIANCES AND REMEDIES 
EXCEEDING 420,000 ANNUALLY, FOOT 
COMFORT CERTAINLY PAYS HANDSOMELY! 


AN AUTHORIZED INTERVIEW WITH MR. IRVING B. PLOTKIN— 298 LIVINGSTON ST., BROOKLYN, N. Y. 


NOTE HOW WE DISPLAY THE | 
COMPLETE LINE OF DR.SCHOLL'S jf 
APPLIANCES AND REMEDIES! | 


BESIDES ADVERTISING IN THE § 
NEWSPAPERS WE FEATURE FOOT 
COMFORT SERVICE IN OUR WINDOWS! F 


THE DEMAND FOR FOOT COMFORT 


WE ARE VERY THOROUGH 
ABOUT IT. WE PEDO-GRAPH fea IS GROWING BIGGER EVERY DAY! 


THE FEET OF EVERY mam =6The sooner you recognize it and start capitalizin 
CUSTOMER. ITS A BIG SALES HELP! on it—the you are going to 
i ley =the further you are going to remove yourself from 
HM the influence of destructive competition. We have 
) the plan all ready and waiting for you—the plan 
that is making fat profits for hundreds of enterpris- 
f ing shoe merchants. The investment is so small that 
you will be surprised. The returns are so large that 
i you will be amazed. And there was never a 
better time to start than now. All you have 
to do is write for the details, Do it TODAY. 
The Scholl Mfg. Co., Inc., 213 W. Schiller 5% 
St., Chicago; 62 W. 14th St., New York. M&M 


See Our Exhibit Chicago World’s Fair 1933, South Entrance of the Hall of Science 


Aws For The Feet 


When writing advertisers please mention Boot and Shoe Recorder 
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As an indication of how far Wheeler goes to fit 
customers, he uses a three-dimension system of meas- 
urement in his store. He contends that the usual 
heel-to-toe measure alone shows only one-third of 
the size picture, as it tells nothing about the arch 
span or length of toes. Bent and twisted toes, he 
says, usually show a heel-to-toe measure which is 
too short for proper ball fitting. Consequently he 
uses two other dimensions, one giving the heel-to- 
large-toe-joint measure, and the other the width of 
the foot. The heel-to-large-toe-joint measurement, he 


adds, assures that the ball of the foot is properly | 


placed in the arch base of the shoe. The three di- 
mensions as a whole, he explains, act as a check 
against one another, and a shoe size preserving the 
balance between all three is then selected. If the 
size called for by the arch length differs from the 
foot length then Mr. Wheeler picks the longer size. 


method and device 
known is used in the Wheeler store to assure a cor- 
rect fit. Each sales person is carefully instructed in 
the art of pedal measurements. The store also has 
an X-ray machine which is freely used in fitting cus- 
tomers. All shoes in stock plainly bear notations as 
to sizes, and no effort is made to keep this informa- 
tion from customers. This custom of informing cus- 
tomers as to sizes was begun 15 years ago. 

“We will let a customer walk out of the store un- 
sold before we will knowingly sell her a misfit, un- 
less she takes the responsibility for the size her- 
self,” said Mr. Wheeler. “Like other stores, we 
have women customers who protest they have never 
worn the size selected for them. We gently but 
firmly advise them that we are selling shoes, not size, 
and that we will take the responsibility for the fit, 
provided our size is accepted. In case where the 
customer insists on a size of her choosing we require 
that she sign a bill with a notation to this effect. Be- 
yond a certain leeway our sales force is held account- 
able for misfits, except of course where the customer 
dictates the size. Our sales slips show whether the 
shoes were ‘fitted,’ ‘not fitted’ or ‘not responsible for 
fit.” The ‘not fitted’ applies in case where shoes are 
ordered by size and sent out without a try-on. 

“In my opinion the shoe clerk is about in the same 
position of trust as a prescription clerk in a drug 
store. A mistake by either may cause much suffer- 
ing. The conscientious sales person realizes this and 
is as careful as the pharmacist who is licensed by law. 

“After the clerk has obtained the correct size he 
has other factors to take into consideration. He 
must of course know the stock and the stock should 
be complete to provide the necessary range of sizes 
for a volume store. We figure if a shoe is unlined 
the customer can wear a half size smaller than usual. 
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Wheeler's Shoe Store, tir. 
1927-29 11th AVE. SOUTH 
Five Points 
WHEELER'S PHONE 4-4017 WHEELER'S 
BIRMINGHAM, ALA, 
Shoes for the Entire Family 


Sales ticket used by Wheeler. Notice the space for the informa- 

tion as to whether the shoes were “fitted,” “not fitted’ and 

“not responsible for fit.” Anything unusual about the fit is 
noted by the clerk at the bottom of the slip. 


We also take into consideration that sizes vary in 
some makes. 

“Our chief buttress against cheap shoe competi- 
tion at all times has been a correct fit backed up by 
quality merchandise. Ours is a family store handling 
men’s shoes as well as women’s and children’s shoes. 
We keep a card index on each customer, giving the 
name, address, date of purchase, style, price and 
whether any adjustment was made. Our greatest 
pride is in the number of our repeat sales and the 
small number of adjustments, 80 per cent less, we 
believe, than that of the average store. 

“On our list are names of many nurses and teach- 
ers who stand on their feet a whole lot and fully ap- 
preciate the value of comfortable shoes. They have 
learned by experience that tender feet don’t ‘feel at 
home’ in cheap, poorly fitted shoes. We also specialize 
in fitting elderly persons and children. 


ad 

O.: children’s department 
occupies an entire store space with a separate en- 
trance. We have found that a child properly fitted 
the first time, then one-half size added every six 
months, rarely has foot trouble. There are excep- 
tions of course, but our three-dimension system of 
fitting easily detects them. Too much cannot be said 
as to the wisdom of fitting the child right to begin 
with.” 

“Wheeler will fit you, but he’ll charge you for it,” 
is the expression frequently heard among the shoe 
buying public. Mr. Wheeler has striven to attain 
this reputation as it has enabled him to make a profit 
on his shoes, when making a profit was a difficult 
job. Furthermore he figures that his care in fitting 
customers has cut down his returns and complaints 
about 50 per cent. His fitting plan has come nearer 
eliminating the return evil than any he has ever tried. 
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Whether ore the 
next 


will he wearing footweat o¢ Cauuna Kip 


Only a few favored retailers serve such women 
—but every retailer knows that his clientele 
follows what these women wear who take the 
fashing play of polo as a matter of fact back- 
ground, to whom the Tuxedo dog show is a 
rendezvous for friends and intimate gossip. 


Fashion prophets and style experts say that this 
Fall the costumes of these women will be all of 
ribbed materials. Whether silk or satin, tweed 
or homespun for the dansant or the morning’s 
round of golf—they must be ribbed. And CAL- 
LUNA is the KID with the finish for the foot- 
wear of such costumes. Calluna itself is ribbed, 
and in duo-tones of brown or gray or black is 
admirably suited to complete any daytime cos- 


tume (sport or formal) where ribbed materials 
are stressed. That is why New York’s leading 


- style shops have already placed orders of 


Calluna shoes for Fall. 


Send for our free booklet showing photographs 
of this KID that gives such promise of stimu- 
lating Fall sales. Although CALLUNA is the 
property of the Surpass Leather Company, strict- 
ly protected by both U. S. trademark and process 
patents, your supplier probably is using it. Most 
everybody is. If he isn’t, we will be glad to send 
you a list of every manufacturer of high grade 
women’s shoes who is carrying it. The Surpass 


Leather Co., 9th & Westmoreland Sts., Phila., Pa. 


[ON LEADE 
FOR WOMEN SHOES 


When writing advertisers please mention Boot and Shoe Recorder 
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The New Path Profitable Retailing 


ment that your customers are telling 
you every day, every week, every 
month what they want. This is the 
story that is written in your sales 
records. It is a story that can have a 
happy ending or an unhappy one de- 
pending on the kind of sales records 
you maintain. 

There is one point which requires 
particular emphasis. Your sales records 
will be valuable to you only in so far as 
they lend themselves to future use 
through forming the basis of your 
merchandise planning. Accepting as 
a fact that the real value of sales 
records lies in their usefulness in guid- 
ing and influencing future operations, 
we have at once the key to how they 
ought to be recorded and classified. 


Total Figures Meaningless 


Obviously, considering their purpose, 
total figures, even when expressed in 
pairs of shoes, means nothing. The fact, 
that you may have sold a thousand 
pairs of shoes last April is not going to 
be of much use to you when the time 
comes to plan your buying for next 
April. How much more valuable would 
it be to you to know that out of the 
thousand pairs sold 200 pairs or 20 
per cent were in high heel black kid 
shoes, 180 pairs or 18 per cent were in 
high heel blue shoes, etc. 

I would like to point out. to you as a 
definite conclusion that past sales sta- 
tistics in order to be valuable in future 
planning must be recorded and col- 
lected in the terms in which that 
future planning will be done. This 
means that women’s shoe sales should 
be recorded and classified according to 
1-Colors, 2-Materials, 3-Heel Heights, 
4-Designs, 5-Sizes and Widths. 

This above grouping of sales has a 
very definite relationship to the ques- 
tion of customer analysis. After all, 
when a customer comes into your store 
for a pair of shoes she is not thinking 
of shoes in general terms. She is think- 
ing of a shoe in reasonably specific 
terms. Naturally she is going to buy 
a pair of shoes to go with some dress 
or some coat, and so she is thinking 
of a certain color, certain heel height, 
possibly a certain design and surely 
she requires a certain size and width. 
To be a successful shoe merchant you 
must plan your buying in these same 
terms. To plan your buying in these 
terms, you must have as a basis the 
actual selling in your store during a 
corresponding past period and you 
must have those selling facts classified 
in the same terms or groups. 


Must Think in Customer Terms 


This article will have served its pur- 
pose if it can convince you of only 
one thing. You as a retail shoe mer- 


[CONTINUED FROM PAGE 32] 


chant must think, plan and work in 
the same terms your customer thinks 
about shoes. 

Let me repeat those terms again 
color, material, heel heights, design, 
size and width. You may have five 
thousand pairs of shoes in your store, 
but if a customer wants a high heel 
blue kid shoe and you cannot give it 
to her your five thousand pairs are 
worthless as far as that customer is 
concerned. 

You cannot hope to merchandise to 
specific customer demand in the future 
unless you have a clear cut knowledge 
of what that demand has been in the 
past. Sales recording and classifica- 
tion as outlined above is the story of 
that past. demand. 

It would be well to take up now the 
question of how this collection and 
classification of past customer buying 
can be best handled. This matter 
quickly divides into two separate proc- 
esses. First the actual recording of the 
sales transaction and second its collec- 
tion and classification as a permanent 
record of your business. It is neces- 
sary to use some sort of a sales check 
in your store. We will not take the 
time and space to discuss and illustrate 
a suggested sales check. Anything upon 
which you can record the necessary 
information will be adequate. The sales 
check should bear the following in- 
formation on every shoe sold. Color, 
Material, Heel Height, Design, Size 
and Width, Price Line. 


Classification of Sales Checks 


These sales checks should be accu- 
mulated for a week and then sorted 
according to the above classifications. 
In recording these sales facts for your 
permanent records you can follow one 
of two courses. 

1. You can record by individual 
style numbers plus the classified sum- 
mary. 

2. You can record by the summary 
classifications only. 

These records of actual sales, how- 
ever, are only half the story. Shoe 
stores, even the best. of them, do lose 
sales. The other half of the story 
(purely a figure of speech since I hope 
it is less than half) requires the record- 
ing and classification of lost sales. 
Here again these records should be 
kept by colors, materials, heel heights, 
designs, sizes and widths. No store 
can sell what it. does not have in stock. 
If you fail to keep an adequate record 
of lost sales you simply insure the 
repetition of errors of omission in your 
merchandising. By taking what you 
have sold and what you have lost be- 
cause vou did not have the merchan- 
dise, you obtain the complete story on 
your customers past buying. 


When you have constructed these 
selling records you have actual facts on 
hand on the requirements, desires and 
buying habits of your customers. 

1. You know the relative importance, 
to your customers, of the various colors, 

2. You know the relative importance 
to your customers, of the various ma- 
terials. 

3. You know the relative importance, 
to your customers, of the various hee] 
heights of shoes. 

4. You know the relative importance, 
to your customers, of the various 
designs. 


Changing Fashion Picture 


It is perfectly true, of course, that 
the fashion picture changes somewhat 
from year to year. However, these 
records are a aefinite index to future 
customer demand. Fashion never 
changes so quickly and radically from 
one year to another that these selling 
records do not have a definite value in 
future planning. 

In this study of past customer buy- 
ing there remains now only the ques- 
tion of sizes and widths. After you 
have taken off of your sales checks the 
sales facts described in preceding sec- 
tions you should resort the sale checks 
into the following groups. 


High Heels 
1. Operas and stepins 

8. Oxfords 

Low Heels 


1. Operas and stepins 
3. Oxfords 


You should now make a record of 
your selling by sizes and widths in 
each of the above six groups. This 
will give you a good picture of what 
your selling has been by sizes and 
widths and is a definite index to the 
requirements of your customers. I 
question the necessity of keeping these 
size and width sales records for fifty- 
two weeks a year. It will be adequate 
if you take a period of four or five 
weeks during each important selling 
season and record and analyze your 
selling by sizes and widths. Your lost 
sales records on sizes and widths are 
especially important. Your sales and 
lost sales together will give you a com- 
plete picture of what you ought to 
buy and what you ought to avoid 
buying. 

You now have as a basis for your 
future buying operations a complete 
picture of what your customers have 
required in the past as shown by your 
actual transactions with them. You are 
ready to pass to the problem of meet- 
ing their future desires and require- 
ments. This I will outline in the next 
article ot this series. 


2. Straps 


2. Straps 
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LOCKSTITCH 
SHOES 


New shoemaking methods have 
produced characteristics and 
results heretofore unknown 


Shoes made by this process 
ASSURE 


FLEXIBILITY 
FOOT COMFORT 
STYLE and QUALITY 


THEIR GROWING POPULARITY IS SIGNIFICANT 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Sound 


Retail Procedure 


~; there is one thing in 
connection with the present situation in the shoe busi- 
ness that can be accepted as a certainty, it is the fact 
that prevailing market conditions place a premium on 
advance planning,” says the National Boot and Shoe 
Manufacturers Association in a press release relat- 
ing to the National Seasonal Opening in December. 
“The merchant who looks ahead and charts his course 
for the Spring and Summer of 1934 on the experi- 
ence he has gained in 1933 is certain to find himself 
in a stronger and more secure position than he who 
waits to see what is likely to develop,” the statement 
contends. 

“In this respect the retail merchandising picture 
has changed materially since signs of recovery began 
to appear on the business horizon and the trend of 
commodity prices turned upward. When prices were 
falling and the future was full of uncertainties, when 
fear and apprehension clouded the vision of the mer- 
chant, it was altogether natural to pursue a policy of 
caution. There was nothing to lose by going slowly 
and the retailer might even profit by delaying his 
decision. 

“Now the pendulum is swinging back in the oppo- 
site direction and no longer can a policy of waiting to 
see what happens be justified on the basis of 
sound merchandising judgment. The fellow who has 
the edge in the future will be the planner, not the 
waiter. And, since sound planning must be grounded 
on experience, the far-sighted merchant is watching 
and weighing the results of his operations this Spring 
and Summer as a foundation of facts on which to 
base his planning for the corresponding seasons in 
1934. 

“By studying the developments of this Spring and 
Summer, the retail buyer who is in close touch with 
his customer clientele and the trends in his com- 
munity can form at least a basic forecast for a year 
hence—at the same time keeping his mind open until 
the time arrives for actual buying. Details of his 
merchandising and buying plan can be worked out 
at a later time when some phases of the situation, now 
obscure, become more clear. 

“The purpose of such a course of action is not to 
anticipate the future but to formulate the practice of 


thinking ahead and planning ahead, and thereby 


bringing a greater degree of stability into the shoe 


Manufacturers Advise Study of 
This Season's Developments as 
a Guide for Next Year's Buying 


business, making it less of a gamble and more of an 
intelligently planned process of manufacturing and 
distribution. In this way, it is believed by many, 
some of the hazards can be eliminated, some of the 
uncertainties removed and the entire industry can be 
placed on a more orderly and profitable basis. 


Md 

An earnest conviction of 
the soundness of such principles of planning has 
motivated the National Boot and Shoe Manufactur- 
ers Association in its decision as to the time for hold- 
ing the National Seasonal Opening, scheduled for 
Dec. 5, 6, 7 and 8, at the Hotel Commodore, New 
York. The forward-looking merchant who has been 
thinking ahead through Summer and early Fall will, 
by that time, have formulated some pretty definite 
conclusions as to the requirements for the Spring oi 
1934. He will come to New York with a reasonably 
comprehensive background of well-grounded infor- 
mation, based upon his own actual experience. 

“Some types of merchandise will stand out as cer- 
tainties in his mind, to such an extent that he will be 
prepared to buy. Some others will appear on his 
memorandum with a question mark, and concerning 
these he will have an opportunity to check his opin- 
ions against those of manufacturers’ representatives 
and other merchants whom he will meet at the open- 
ing. He will also have suggested to him at the Open- 
ing some new style ideas that he may not have thought 
of theretofore. He will go back to his store with. 
a mind enriched and clarified with information lic 
knows to be authentic. He can plan to adjust his 
stocks through clearance sales or otherwise in accorii- 
ance with the new picture as he sees it. He will lc 
able to begin to anticipate his early requirements for 
the coming season with a clear and intelligent com- 
prehension of the situation both with reference to 
styles and prices. 

“No solicitors or salesmen will be employed aid 
no commissions paid to anyone for the selling of ex- 
hibition space at the seasonal opening. Manufac- 
turers who wish to make reservations should write 
to Miss Ruth S. Freeman, Secretary, National Bovt 


-and Shoe Manufacturers Association, 2812 Chrysl«r 


Building, New York City. 
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Can Artificial Shortage Produce 
Prosperity ? 


[CONTINUED FROM PAGE 22] 
viding he will share his earnings through using the 
full force of his purchasing power. America has 
real evidence that the public purchasing power will 
move commodities next Fall and Winter for the mass 
worker spends everything. 

There is actually an immense shortage of all sorts 
of things, not only consumption of goods bought in 
retail stores but in capital goods, in home building 
and renovation of things that time deteriorates. 
Washington is somewhat fearful that prices will be 
stepped up so that the public cannot really buy in 
great volume but that is mainly a theoretical fear. 
Every merchant must try to get more, for new goods 
will cost him more in replacement. But this we know 
—the merchant cannot eat his shoes nor hold them 
until they become perishable. He must move his 
goods at the price the public will pay. Create pur- 
chasing power, above all else—the merchant will not 
lose—if he truly serves. 


29, 1933 


Shoe and Leather Jobs Increase 
Wasuincton, D. C.—Swept: upward with the 


sharply last month in boot and shoe and leather fac- 
tories, according to figures just received by the De- 
partment of Labor. 

Not only did the improvement appear in June as 
compared ‘with May, but aleg:1 in June as compared 
with June a year ago. 

Translating the prices it has gathered into index 


as a base of 100, the Department noted that boots 
and shoes rose in employment from 76.3 to 78.5 be- 


stood at 71.3. The pay roll index climbed from 42.5 
in June, 1933, to 47.2 in May and 52.7 in June of 
this year. 

In leather factories, the gain showed up in an ad- 
vance in the employment index from 63.4 in June, 
1932, to 73 in May and 80.3 in June, 1933. An ac- 
companying advance appeared when pay rolls climbed 
from 46.6 to 55.7 and 65.4. 

Manufacturing industries in general recorded a 
gain of 7 per cent in employment and 11 per cent in 
pay rolls last month, as shown by a survey of nearly 
18,000 plants with almost 3,000,000 workers, said 
Secretary of Labor Perkins. 

The June upturn brought jobs to 400,000 workers 
in manufacturing plants, Miss Perkins estimated. The 
month saw the third consecutive monthly advance in 
both employment and earnings. The highest point in 
fifteen months was attained by employment, and fac- 
tories for the first time since October, 1929, employed 
more workers in a current month than in the corre- 
sponding month of the year before. 


surge of business recovery, employment jumped 


numbers,.with average monthly prices in 1926 used — 


tween May and June, while a year ago the index . 
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PRE-WELT SHOES 


(SIZES 2 to 8) 


FEATURED BY LEADING DEPART- 
MENT STORES, MAIL ORDER 
HOUSES AND WHOLESALERS 
EVERYWHERE. 


FAs 


ELAM’S PRE-WELT 
SHOES OFFER TO 
EVERY DISTRIBUTOR 
A REAL 
BUSINESS BUILDING 
AND PROFIT MAKING 
OPPORTUNITY 


ELAM SHOE Co. 


176 NORTH WATER ST., 
ROCHESTER, N. Y. 


See Our Line at New York Office 
439 Marbridge Bldg. 
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SMOOTHNES 


THE FINISHING TOUCH 


The finish is always best when 


the materials underneath are 


of proper quality and texture. 


Celastic Box Toes fulfill these 
requirements in the toe con. 


struction of any shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


~ When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


» HOW’S BUSINESS 4 


Summer Business Holds Up 


CLEVELAND, OHIO—Summer business 
is holding up well in the May Co. shoe 
department, according to Ross D. L. 
Filion, buyer. The May Co. will take 
over the distributorship of Walk Over 
shoes in Cleveland territory in early 
August. 

At present the department is drama- 
tizing black satin shoes in the gown 
and millinery departments and a good 
Fall business is expected on this mer- 
chandise, which is already having a 
demand. Mr. Filion expects suedes in 
black, brown and gray to have a heavy 


SHOE MANUFACTURERS’ 
CODE NEARLY READY 


A meeting held on July 26th by the board of 
directors of the National Boot and Shoe Manu- 
facturers Association, was for the purpose of 
considering the final policies of the shoe and 
leather industry as relating to the code. Sev- 
eral drafts of codes have been approached from 
two or more angles—first, to make the code as 
comprehensive as possible and inclusive of all 
the features of a permanent code, or second, to 
draft the code in as simple and brief a form as 
possible. 

_ Manufacturers in the west have been work- 
ing on a code, sub-dividing wage districts and 
grade differences. 

Every effort is being made to have one code 
submitted to Washington, acceptable to the 
entire industry. 

The administrator designated by the N.I.R.A. 
to coordinate the code with the administration, 
is General C. C. Williams, whose division also 
will handle leather and kindred codes. 

Present expectation is to have a shoe manu- 
facturing code in Washington during the first 
week of August. 

A shoe retailing code is rapidly nearing com- 
pletion and may be submitted on or about the 
same time, 


SATURDAY, JULY 29, 1933 


Fall season call, ranking in the order 
named. Despite a hold-up in the de- 
linquent bank pay-off here, there has 
been considerable customer activity. 


Selby Factories Busy 

PoRTSMOUTH, OHI0O—Announcement 
is made by officials of the Selby Shoe 
Co. that between 9000 and 10,000 pairs 
of shoes are being cut daily in the 
company’s plants in Portsmouth and 
Ironton, the largest number in three 
years. This schedule has been main- 
tained for the past four weeks, accord- 
ing to William Lawson, superintendent 
of the cutting department. Orders 
booked will insure full operations for 
some time, it is declared. 


U. S. Shoe Co. Hires More 
Workers 


CHILLICOTHE, OHIO—The Chillicothe 
plant of the United States Shoe Co. 
is now employing 445 workers, the 
largest number since the erection of 
the plant three years ago. Officials 
report that orders are increasing and 
the output will be still further en- 
larged by the addition of more work- 
ers. 


Expect to Trade Upward in Fall 


CLEVELAND, OH10—An effort to bring 
up the average sale will be made in the 
Wm. Taylor Son & Co. shoe depart- 
ment this Fall, according to G. W. 
Snyder, buyer. He states that they 
will concentrate more on better quality 
shoes with a top price of $10.50. Suedes 
in black, brown and gray are expected 
to get a big call in the order named, 
while kid and suede in combination will 
also be favored. Higher cut pumps 
and ties will predominate. Satin should 
get a strong call because of the usual 
satin dress demand. 


EVERY WEEK 


Herbst Building Factory Addition 


MILWAUKEE, WIs.—To be in a posi- 
tion to megt their customer demand, 
the Herbst Shoe Mfg. Co., Milwaukee, 
is building a two-story, fireproof addi- 
tion to its present factory located at 
Twenty-ninth and Meinecke Streets, 
Milwaukee. 

Most of the present. two-story addi- 
tion, which is being rapidly completed, 
will be used as an in-stock department. 
The latest style of stock shelving and 
system will be installed, to facilitate 
quick handling of small orders as well 
as large orders. Space will be provided 
for stocking of 200,000 pairs of in- 
fants’, children’s, misses’ and growing 
girls’ shoes. 


SIGN BLANKET CODE 


NEW YORK, July 26—As we go to press 
BOOT AND SHOE RECORDER has received in- 
formation that the following have notified 
President Roosevelt of their intention to com- 
ply with the provisions of the NRA blanket 
code to increase employment and purchasing 
power: 

Florsheim Shoe Company, Chicago, Ill. Wages 
of all factory workers to be increased 10 per 
cent with hours reduced to 40 per week, and 
salaries of other groups, including clerical help, 
to be adjusted in accordance with suggestions of 
the administrator. Effective Aug. 1, 1933, or 
sooner. 

General Shoe Corporation, successors to Jar- 
man Shoe Company, Nashville, Tenn. Twelve 
dollars minimum women employees, fourteen 
dollars minimum men employees. Effective 
Aug. 1. 

United States Rubber Company and associated 
companies covering more than twenty-six 
thousand employees in offices, factories and dis- 
tributing branches. 

United States Shoe Corporation, Cincinnati, 
Ohio. Pledges fullest possible support and 
urges forty hour week as being much more ac- 
ceptable and practicable in shoe industry. 
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The FIRST RULE 
OF SELLING 


d M: f ‘ing Branches 


United Last Co., Ltd., Montreal, Que. 
Northampton, England 


Cc. 


Paris, France 
Melbourne, Australia 


Faingcforms MS 


present your 
merchandise at its 
best !’’ 


Of shoes it might well read 
“never display an unformed 
shoe.” Because Fairy Forms 
give to shoes that smooth 


' grace and allure which 


charms customers, they are a 
small item of expense, but a 
big item in silent salesman- 
ship. Write for our booklets 
on how Fairy Forms help 
sales. 


SHOE FORMCO. 


AUBURN, N. Y. 


Shoes 


WASHINGTON SEES FALL PICK-UP 


The first in a Series of Reviews of Retail 
Conditions in Important Trade Centers 


-WASHINGTON, D. C.—Despite bad 
general busines conditions, uncertainty 
over political jobs and the competition 
of certain chain store groups, independ- 
ent shoe retailers here are holding 
their own and are looking forward to a 
pick-up in the Fall. 

The capital is at its lowest ebb. 
Late in feeling the depression, it has 
not begun to share in the recovery 
noted in other parts of the country. 
Fourteen banks remain closed and 
thousands of federal employees live in 
the fear that the economy axe will 
strike too close to home. This uncer- 
tainty coming when commodity prices 
are rising has restricted business to a 
considerable degree. 

Shoe retailers here estimate their 
June and July business is about 20 per 
cent lower than for the same two 
months last year. There has been a 
10 per cent drop in the number of 
pairs of shoes sold and a similar slash 
in prices. The decline has been steady 
and uninterrupted, although the bot- 
tom seems to have been reached. 

Of the 100 shoe retailers in Wash- 
ington, 10 are old, well-established, 
independent firms featuring expensive 


shoes ranging from $8.50 upward. It 
is interesting to note that despite the 
maintenance of an uncompromising 
quality standard these better stores 
have suffered less in comparison with 
the cheaper stores. 

The Arthur Burt Shoe Company, the 
oldest in Washington, has held its vol- 
ume of trade fairly well. It has main- 
tained its usual advertising budget and 
has made ho changes in personnel in 
the last two years. The price line has 
been lowered from $13.00 to $8.50 and 
some old customers have been forced to 
seek cheaper goods elsewhere. Despite 
his relative success, Mr. Burt is some- 
what dubious concerning the immedi- 
ate future, and is spending “not a 
nickle” in anticipation of rising prices. 

Others in the quality group are more 
optimistic. At Rich’s and Jelleff’s and 
elsewhere the general consensus of 
opinion seems to favor a definite up- 
turn by August. Cautious buying, 


however, is still the vogue despite the 


rising markets. In the great majority 
of cases plans for store expansion and 
for increased advertising are “merely 
pending.” 

Cut-throat competition had made 


itself felt to a considerable extent in 
Washington. 

“There are more cut-throat shoe 
stores in Washington for this area than 
in any other in the country,” com- 
plained one merchant bitterly. 

F and G Streets are well plastered 
with “sale” signs featuring men’s shoes 
as low as $3.00 per pair and. women’s 
at $1.95. There are eight such stores 
in the same block with Arthur Burt 
Company. 

Although these stores do not com- 
pete directly with the higher priced 
shops, their cheap displays do have a 
demoralizing effect upon consumers. 

Chain and independent shops featur- 
ing the cheaper lines are finding it diffi- 
cult to keep going. For one thing there 
are entirely too many of these shops 
cutting each other’s throat. With only 
a few exceptions the chain stores are 
being carried by the organization. 

The great problem perplexing Wash- 
ington shoe retailers is the advisability 
of stocking up before prices rise too 
high. Most of them are viewing the 
imminent price rise with mixed emo- 
tions. The cheap retailer is afraid that 
the necessary rise in his prices wil! do 
him more harm than good. The qual- 
ity merchant fears that a sudden price 
rise would force him to either absorb 
the rise or jack up his prices, possibly 
to such an extent as to drive away 
much of his trade. 
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NEW ORGANIZATIONS IN THE TRADE 


Associated Shoe Mfgrs., Inc. 


BostoN—Nearly 200 manufacturers 
from all parts of New England, the As- 
sociated Shoe Manufacturers, Inc., met 
July 12 at the Hotel Statler to unite 
a group of shoe manufacturers in this 
section in its effort to comply with the 
requirements of the Industrial Control 
Act. President Louis Salvage opened 
the meeting by reviewing what had 
happened in the past six weeks in pre- 
liminary organization. In order not to 
conflict with other organizations the 
name has been officially changed to the 
Associated Shoe Manufacturers, Inc. 
During the past three days the move- 
ment has been incorporated under the 
Massachusetts laws and has established 
permanent headquarters in Room 1105 
Statler Office Building, Boston. 

Ernest A. Burrill was elected to the 
office of executive secretary, and will 
devote full time to the association af- 
fairs. He was presented at the meeting 
and spoke briefly. Raymond V. McNam- 
ara of Haverhill, a director, made a 
strong plea for support of the move- 
ment, mentioning very definite activity 
of the western groups in preparing a 
code satisfactory: to them. Mr. McNam- 
ara is a director of the National Asso- 
ciation and just as soon as the basic 
code is received from the headquarters 
of the National Shoe Manufacturers’ 
Association, the Associated Shoe Man- 
ufacturers, Inc., will move rapidly in 
perfecting the details for this group. 

The purpose of the organization as 
written in the constitution and by-laws 
is as follows: 


“To promote in all lawful ways the 
commercial interests of its members; 
to secure the advantages to be obtained 
by mutual cooperation; to acquire and 
disseminate information concerning 
trade and labor conditions; to promote 
stability in the industry; to procure 
information concerning credit and other 
matters of interest to its members; to 
facilitate the cooperation of all its 
members with all governmental agen- 
cies; to stimulate social intercourse 
among those connected with the indus- 
try; and, in general, for the promo- 
tion of the welfare and interests of the 
shoe manufacturing industry.” 

The officers of the Associated Shoe 
Manufacturers, Inc., are: President, 
Louis Salvage, Unity Shoemakers, Inc., 
Boston; Vice-president, Harold M. 
Read, Gregory & Read Shoe Co., Lynn; 
Secretary, Philip W. Lown, Philco Shoe 
Co., Salem; Treasurer, Frank S. Sha- 
piro, Publix Shoe Co., Boston; Execu- 
tive Secretary, Ernest A. Burrill, 1105 
Statler Office Building, Boston. 

The seven incorporation directors 
are: Louis H. Salvage, Harry M. Read, 
Philip W. Lown, Samuel Chaves, Isaac 
A. Borkum, Frank S. Shapiro, Ray- 
mond V. McNamara. 


Council of Shoe Manufacturers 
of Greater New York, Inc. 


ALBANY, July 13 (U.T.S.)—Council 
of Shoe Manufacturers of Greater New 
York, Inc., has been chartered by the 
Secretary of State as a membership 
corporation without capital stock. The 
objects stated in the certificate of incor- 
poration are: 

“To promote friendly intercourse and 
relations among them in any part of 
the United States by maintaining high 
standards of business ethics, by dif- 
fusing accurate and reliable informa- 
tion with reference to the said business, 
by reforming abuses relative thereto, 
by procuring uniformity and certainty 
in the customs and usages of said 
business, by adjusting and settling dif- 
ferences between its members and be- 
tween its members and others, by 
ADOPTING AND MAKING PUR- 
SUANT TO THE NATIONAL IN- 
DUSTRIAL RECOVERY ACT AND 
SUBJECT TO THE APPROVAL OF 
THE PRESIDENT OF THE UNITED 
STATES, A CODE OR CODES OF 
FAIR COMPETITION or voluntary 
agreements in relation to the business 
of its members, by taking all lawful 
measures to prevent violation of any 
such codes or voluntary agreements, 
and by other lawful and proper means.” 

Abe Turiansky, 208 East Fifty-sixth 
Street, Brooklyn, Felix Barber, 45-20 
Ninth Avenue, College Point, Benjamin 
Batterman, 1702 East Twenty-seventh 
Street, Brooklyn, Frank Cardone, 877 
East Fifteenth Street, Brooklyn, Abe 
Solomon, 118-07 109th Avenue, Rich- 
mond Hill, Emil Garofalo, 7113 Ingra- 
ham Street, Forest Hills, Benjamin 
Schwartz, 1826 East Twenty-third 
Street, Brooklyn, are the incorporators. 

Milton M. Eisenberg, 16 Court Street, 
Brooklyn, is attorney for the corpora- 
tion. 


>» WHAT'S SELLING 


Picking Ventilated Shoes 


CuIcaGo, ILL.—A man’s shoe brist- 
ling with tooth picks occupies a place 
of central importance in Walk-Over’s 
window right now. A large display 
card announces the fact that there are 
240 of these tooth picks, each in a 
separate perforation of the shoe. This 
is suggestive advertising of the fact 
that the shoe is well ventilated and 
cool for summer wear. 


Suedes for Fall 

INDIANAPOLIS, IND.—The women of 
this section had better take a decided 
flair toward suede this Fall, or there 
will be a lot of disappointed shoe deal- 


ers. While the new Fall stocks have 


As One Merchant 
to Another 


H. C, MCLAUGHLIN 
of 
THE POTTER 
SHOE 
CINCINNATI, 


Says: 


“To purchase the best at the 
lowest possible price, com- 
mensurate with good value, 
has always been the policy of 
the Potter Shoe Company. 


“Almost since its organization 
have we been supporters of 
the National Retailers Mutual 
Insurance Company, feeling 
that it was sound and well 
managed, and a company that 
had a great future. We gradu- 
ally transferred policies to 
them, until today practically 
all our Insurance of all kinds 
is written thru them or their 
associates. 


“We had occasion to call on 
them for an adjustment, hav- 
ing had a small fire, and the 
courtesy extended us, and 
the speed with which it was 
handled, reflects the excellent 
management of this company. 


“The dividend item is also 
worthwhile when considering 
it on a cost basis.” 


This million dollar, tegal reserve, 
mutual insurance company writes 
Fire insurance and allied lines for 
high-grade shoe merchants under 
dividend-paying policies 


Write us 
about your 
Automobile, 
Casualty 
and Fire in- 
surance 
needs. No 
obligation is 
involved. 


INSURANCE 


NATIONAL RETAILERS 
MUTUAL INSURANCE 
COMPANY 


James S. Kemper, President 
Mutual Insurance Building, 
Chicago, U. S. A. 
Nationwide Service Facilities 
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WHERE TO BUY 
Men’s Shoes 


SHOE 
Men’s Fine Shoes 
OLD COLONY SHOE CO. 
ORK | Brockton, poston 
MASS. 


“Tlettleton, 


Shoes Now Retail $8.50 Up. 


A. E. NETTLETON CO. 
H. W. COOK, President 
Syracuse, N. Y. 


BOSTON 
(0 HIGH ST. 


Cla 


“HIGHEST GRADE ONLY?’ 


EAST WEYMOUTH, MASS., U. S. A. 


WHERE TO BUY 
Shoe Trees 


SIMPLEX SHOE 
TREE COMPANY 


105 W ADAMS $7, CHICAGO 


not been put on display as yet, most of 
them have been purchased and the local 
trend of buying is toward suedes of 
the tie effect in oxfords. Local dealers 
report that business is showing some 
improvement. Summer stocks are be- 
ing disposed of with less than the usual 
sacrifice at this season of the year. 


Shortage in Sport Shoes 

CoLuMBuUS, OHIO—Columbus shoe re- 
tailers, who experienced an extra good 
trade in men’s footwear during the 
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heated period in June and early in July, 
report that the supply of sports shoes 
for men both in plain white and in 
combinations was exhausted. Efforts to 
get shipments from some factories were 
futile, as the factories were caught 
with short stocks. 

The plain white buckskin shoe was 
one of the best sellers in sports lines, 
while black and white far outsold the 
brown and white combinations. 


> TRADE DOINGS 4 


General Shoe Corporation New 


Jarman Name 


NASHVILLE, TENN.—The name of the 
Jarman Shoe Company as manufac- 
turers has been changed to General 
Shoe Corporation, and hereafter Jar- 
man Shoe Company will be used as the 
designation of a selling organization 
distributing the Friendly shoe. <A 
statement by Frank Jarman, chairman 
of the board, says: 

“The stockholders of the Jarman 
Shoe Company on July 10, 1933, au- 
thorized the name of the company to 
be changed to General Shoe Corpora- 
tion, which change has been effected. 
There will be no change in any way in 
the corporate set-up or officers of the 
company. 

“This change in name to General 
Shoe Corporation has been made for 
our own convenience in, the operation 
of our various selling divisions. The 
name Jarman Shoe Company will now 
be used as a selling organization dis- 
tributing Friendly shoes. The name 
Richland Shoe Company will be used 
as a selling organization distributing 
Fortune shoes. The name Belle Meade 
Shoe Company will be used as a selling 
division distributing Sky Rider shoes. 
All three of the selling divisions will 
operate as divisions of General Shoe 
Corporation.” 


Increases Salaries 


NASHVILLE, TENN.—In keeping with 
the expansion plans of their company, 
and in accordance with the national re- 
covery program, Jarman Shoe Co. has 
increased wages of all employees 10 
per cent. 

Their new plant at Gallatin will be- 
gin work immediately, with B. E. Reed 
as superintendent, and Frank Miller, 
Grover Moss and Robert Reed, fore- 
men. 


Opens Second Store 


St. PauL, MINN.—The city’s newest 
shoe store has been opened at 392 
Wabasha St. by Schwandt-Steber Shoe 
Co. This is a second store for H. F. 
Schwandt and A. F. Steber, and is due 
to their success with the first store at 
633 University Ave., opened March 4. 
Shoes are handled for men, women and 
children. The two men have had 20 
years experience in the city and form- 
erly were with Maurice L. Rothschild 
& Co. 


Brown Increases Wages Second 
5 Per Cent 


ST. LOUIS, MO.—Brown Shoe Company has 
announced a second increase in all salaries and 
wages of its employees, amounting to 5 per 
cent. This will include factory employees as 
well as all office help of the parent company 
and its subsidiaries. 


Melville Sales Increase 


New York—lIn a statement issued by 
Ward Melville, president of Melville 
Shoe Corp., whose 505 John Ward, 
Rival and Thom McAn stores consti- 
tute one of the largest strictly retail 
shoe organizations in the country, it 
was pointed out that retail prices in 
these stores are approximately 12 per 
cent under the prices obtaining in 1932, 
For the first 16 weeks of 1933 sales of 
the three chains were 18.40 per cent 
behind the Iike 1932 period. In the en- 
suing eight weeks there was a slight 
improvement and in the four weeks 
ending July 8 this new upward trend 
was so pronounced that sales were 
running on an adjusted seasonal basis 
approximately 30 per cent ahead of the 
trend earlier in the year. 

In nearly every instance, according 
to the statement, improvement in local 
sales was attributable to improvement 
in local employment. In Lawrence, 
Mass., where activity in the textile 
mills has greatly increased, Thom 
McAn sales for the four weeks ending 
July 8 were 109 per cent ahead of the 
same weeks in 1932. In Cleveland these 
stores were 59 per cent ahead of last 
year, and in Gary, Ind., where there 
have been notable additions in employ- 
ment in the steel industry, the local 
Thom McAn store showed a 119 per 
cent increase in sales for the four 
weeks. 


Sales Stimulate Springfield Trade 


SPRINGFIELD, ILL.—Many of the more 
important shoe stores and department 
stores in Springfield, Ill., are now con- 
ducting shoe sales featuring mid-sum- 
mer clearance sales. At a time when 
trade is slack, and business dull, this 
has added an impetus to trade and the 
shoe stores are noticeably crowded with 
shoppers. 

Morrissey-Argus, 512 E. Adams 
Street, are having a sale with special 
prices on all summer shoes. B. H. 
Luers Sons, 217 South Sixth Street, are 
emphasizing the fact that they have 
been in business for 62 years. The 
Reisch Shoe Shop, west side of Lincoln 
square, feature their entire stock in a 
mid-summer clearance sale. Myers 
Bros., Fifth Street and Washington 
Street, carry Florshein shoes for 
women which are given prominence in 
their advertising. Robert Bros., north 
side of Lincoln Square, advertise 


Nunn-Bush shoes for men, and Frank 
W. Siebert, 220 S. Sixth Street, has 
shoes for the entire family in his mid- 
summer sale. 
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WHERE TO BUY 


Women’s Shoes 


GENUINE HAND TURNS 
THE 


No. 4225—WHITE PIG 
“PUNCHO" 
18/8 to 
to 


DODGE, BLISS & PERRY ING. 


NEWBURYPORT, MASS. 
“THE CORRECT DODGE FOR ALL OCCASIONS” 


ORIGINAL 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 


EVENING 
SANDALS 
In Stock 


FLORA 
$ 4-65 


\Z 


Send for 


HANNAHSON'S 


HAVERHILL : : MASSACHUSETTS 


Opens Walk-Over Section 


CLEVELAND, OHIO— The Walk-Over 
Shoe Store at 1020 Euclid Avenue, was 
closed at the expiration of its lease on 
June 30. Its products, however, will 
be sold at the May Co., where they will 
be handled on an _ exclusive basis. 
Separate Walk-Over sections for men 
and womerr have been arranged in the 
May Co. shoe department. Practically 
all of the salesmen from the Walk- 
Over store have been employed to take 
care of the new department store trade. 
This means that old customers will get 
the same service as in the past with 
their own clerks on hand to greet them. 


1933 


OBITUARY 


Herbert Hanan Dead 


New York—Herbert Wilmer Hanan, 
president and treasurer of Hanan & 
Son, Inc., one of the largest shoe manu- 
facturing firms in America, died Fri- 
day, July 21, at his home, 118 Eighth 


‘ Avenue, Brooklyn, after a brief illness. 


He was 60 years old. 

The Hanan firm was founded in 1853 
by Mr. Hanan’s grandfather, the late 
James Hanan, who came to America 
from Ireland in 1849. While still a 
young man, Mr. Hanan entered the 
company, then headed by his father, 
John Henry Hanan, who died in 1920. 
After working in the factory and going 
on the road as a salesman, Mr. Hanan 
was made a member of the firm which 
was known as Hanan & Son. He be- 
came active head of the company with 
his father’s retirement in 1917. It was 
incorporated in 1931 with Mr. Hanan 
as president. 

Mr. Hanan was born in Elizabeth, 
N. J., but lived the greater part of his 
life in Brooklyn, the main factory of 
the company being located at Front 
and Bridge Streets, in that borough. 

Mr. Hanan also was active in real 
estate operations in Brooklyn and was 
president and treasurer of the John H. 
Hanan Realty Company and the Hanan 
Realty Corporation there. He was also 
a director of the United Shoe Ma- 
chinery Corporation and a member of 
the board of directors of the Brooklyn 
branch of the Title Guarantee and 
Trust Company. 

Surviving are his wife, the former 
Mathilda Rheinfrank, of New York; 
two sons, Robert W. Hanan, of 70 East 
Seventy-seventh Street, vice-president 
and director of the shoe firm, and Her- 
bert G. Hanan, a student at Harvard, 
and two daughters, the Misses Ethel 
and Virginia Hanan. 


Joseph Schoen Killed 


New York—Joseph Schoen, senior 
vice-president of Wise Shoe Co., Inc., 
of New York, was killed in an automo- 
bile accident July 20, near Rockville, 
Conn., when the automobile his daugh- 
ter Selma was driving collided with 
another car. His wife and daughter 
were -seriously injured and taken to a 
hospital at Rockville. Mr. Schoen and 
his family were on their way to Jack- 
son, N. H., for a vacation. 

Mr. Schoen was 57 years old. His 
brother, Abraham Schoen, president of 
the company, left New York immedi- 
ately upon being advised of the acci- 
dent. Two other brothers, Louis and 
Nathan, are officers of the shoe firm, 
which operates 24 stores. A _ sister, 
Mrs. Lena Weinberger of New York, 
also survives. Funeral services were 
held at Riverside Memorial Chapel, on 
Sunday, July 23. Interment was in 
Washington Cemetery, Brooklyn, N. Y. 
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WHERE TO BUY 


Women’s Shoes 


YEAR AFTER YEAR DEALERS 
CONTINUE HANDLING 


Customers 
Insist on An- 
other Pair 
and Recom- 
mend it to 
Others 


SHAFT-PIERCE SHOE COMPANY 
Faribault, Minnesota 


WHERE TO BUY 


Men's and Women’s 
Slippers 


8. CHASE & SONS, INC. 
SEAVERHILL, MASS.” 


7 Stock Men’s Full Leather Lined 
Handturned Slippers 


Priced from $1.35 


Kid Pullman Slippers 
colors and black with 


Robert E. Smith, Jr., Dies in 


Auto Accident 


CuicaGo—Robert E. Smith, Jr., was 
killed in an automobile accident July 1 
in a suburb of Des Moines, Iowa, while 
on a business trip to that city. 

Mr. Smith was 26 years old, and 
since leaving college had been active 
in the women’s division of the J. P. 
Smith Shoe Company, of which his 
father is president. 

Being an only son, his loss, both to 
his family and the business, seems all 
the greater, and the large number of 
condolences coming to the father indi- 
cate the popularity which the young 
man had acquired among so many per- 
sonal and business friends during the 
few years he was in business. 


Peter Ramlow 


CoLumMBus OHIO — Peter Ramlow, 
aged 79, who operated a shoe store in 
Columbus for almost 50 years and was 
known as one of the oldest shoe dealers 
in point of service, died recently from 
pneumonia. He had been retired for 
several years. He was prominent in 
lodge and church activities. He leaves 
his wife, a daughter and a sister. 


| 
S and 
> per 
npany 
= 
WHEN SH ‘The 
ville hoe 
tal ie 
it KA 
in 
per 
932. 
ent 
en- 
eks 
ere 
sis 
the weds 
CUSHION SHOES | 
cal 
ce, 
ile 
ng 
Snap Pocket 1.35 
‘gipper Pocket 
al 
ir 
—— 
whl 
4060 Whi 
n Black velvet strip sandal 


BooT AND SHOE RECOKDER 
combining THE SHOE RETAILER, July 29, 1933 


DRESSED UP TO SELL 


In compliment to the many visitors to Chicago, Henry C. Lytton & Sons dresses its sales- 

people in the above summerish garb. A buyer in New York solved the same problem by 

making an arrangement with a cleansing house, whereby they furnished the uniform free 

of charge, providing the store had the uniforms cleansed twice a week at a charge of 
fifty cents per garment. 


Cincinnati As Leather Center 
CINCINNATI—At a meeting of the 
Leather and Leather Products Safety 
Council in the Chamber of Commerce 
on July 6, it was shown that this city 
is still an important center for the 
leather industry. At this meeting 
every branch of the leather industry 
was represented, from the tanning of 
hides to the finishing of shoes, sad- 
dlery, trunks, belting, sporting goods, 


etc. 

E. K. Ruth of the American Oak 
Leather Company was chairman of the 
meeting. He reviewed the part of the 
leather trade in the safety program of 
Hamilton County Industrial Safety 
Committee. 

In addition to the election of Ruth 
as chairman of the Council, Charles 
Schell was elected vice - president; 
Stanley Erhardt, secretary; L. C. Con- 
stable, chairman of advisory commit- 
tee, and Charles W. Bauer, Jr., execu- 
tive secretary. 

Charles W. Bauer, Jr., of the indus- 
trial department of the Chamber of 
Commerce, was another speaker. 


To Add Women’s Shoes 


DANBURY, CONN.—George A. Lane, 
who a few weeks ago opened a second 
floor shoe store in the Pershing Build- 
ing here, has moved his business into 
the large shop at 224-226 formerly oc- 
cupied by Foster’s Shoe Store. Royal 
F. Foster, head of the latter concern, 
died March 2 last. Mr. Lane is con- 
ducting his business under the name 
Men’s Shoe Shop, but plans to add a 
line of women’s footwear later. He 
was formerly connected with Daragan’s 
— Store and the Lane Boot Shop, 
ne. 


Mass Purchasing Power 
Must Rise 
[CONTINUED FROM PAGE 19] 


13. This agreement shall cease upon 
approval by the President of a code to 
which the undersigned is subject; or, 
if the N. R. A. so elects, upon submis- 
sion of a code to which the undersigned 
is subject and substitution of any of its 
provisions for any of the terms of this 
agreement. 

14, It is agreed that any person who 
wishes to do his part in the President’s 
reemployment drive by signing this 
agreement but who asserts that some 
particular provision hereof, because of 
peculiar circumstances, will create 
great and unavoidable hardship, may 
obtain the benefits hereof by signing 
this agreement and putting it into ef- 
fect and then, in a petition approved 
by a representative trade association of 
his industry, or other representative 
organization designated by N. R. A., 
may apply for a stay of such provision 
pending a summary investigation by 
N. R. A., if he agrees in such applica- 
tion to abide by the decision of such in- 
vestigation. This agreement is entered 
into pursuant to Section 4 (a) of the 
National Industrial Recovery Act and 
subject to all the terms and conditions 
required by Section 7 (a) and 10 (b) 
of that act. 


(Firm and Corporation 
name) 


~ 


WHERE TO BUY 


Children’s Footwear 


MRS. DAY’S IDEAL BABY SHOES 
infants’ 


DAY’S IDEAL BAB 
SHOE CO. 
Danvers, Mass, 


The SANDAL 


season is here. 


Made 

With 
"CORK" 
INSOLE ! 


Write today for samples 


SWAN SHOE CO., INC. 


2201 Aisquith Street 
BALTIMORE, MARYLAND 


Immediate 
Delivery 


GHBASS & CO, 


WHERE TO BUY 


Shoe Dressings 


NY 


CLEANS ALL WHITE SHOES CLEAN 
Satisfaction—Or Money Back 
SOLD BY GOOD WHOLESALERS 


CAVALIER CORP. 
BALTIMORE, MD. 


(Number of employees at 
the date of signing) 


(Town or city) (State) 
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The Public Wants Change 


have been costly complications and ir- 
regularities in the national system. But 
no matter how protectively favorable | consumer. 
may be the regulations evolved for gov- 
erning us producers and distributors, 
the system won’t do us a particle of | consumer, like 
unless we have something the pub- 
lic wants—and what the public wants 
is not price, nor terms—the public 
wants merchandise. 
The limits of the public’s desire to 


tailers alike have strained the public’s 
capacity to buy certain stereotyped 
things; for instance, they found out 


and up, and the sale of radio died— 
but when a $20 radio bobbed up, the | vertising costs. 
consumer went for it. The man who 
perfected the $20 job wasn’t just trad- 
ing down to a reduced purchasing pow- 
er—he was trading up to a tremendous 
latent consumer want. And the more 
the manufacturer and retailer concen- 
trate on that type of want, the more | tomer. 
certainly they will put people to work, 
turn wheels, load cars and make sales 
—no matter where labor prices, or re- 
tailing costs may be pegged. 
Change-for-the-sake-of-change alone, 
then, seems to me to be symptom num- 


[CONTINUED FROM PAGE 15] 


some thing; without question, there | ber one. Its cure seems to be extra 
ingenuity, extra vigilance in studying 
the real wants of a largely unchanged 


The consumer has his eye on adver- 
tising, and it is a very cynical eye. The 


New Bedford 


whaler, wants no more from advertis- 
ing than a little common cee-vility, and 
that of the plainest. and damnedest sort. 

The consumer wants what his name 
implies: new things to consume. He 
buy new ideas have never been remote- | always has. He always will. He is 
ly approached. Manufacturers and re- | changeless, he is stubborn, he is 
shrewd. For those advertisers national 
and local who have shown him, in their 
appeals to him, contempt of his in- 
the limit of sale for radios at. $100 | telligence, he is currently repaying 
contempt in the form of increased ad- 


And I believe that advertising’s only 
profitable course in a changing world 
is to change itself back to reason and 
balance, to good-natured and genuine 
conversation between a self-respecting 
tradesman and a self-respecting cus- 


Pontiac Salaries Increased 10% 


Pontiac, Inu.—A 10 per cent wage 
increase affecting employees and effec- 


45 


tive July 20 was announced today by 
J. E. Legg, president of the Pontiac 
Shoe Manufacturing Company, Pontiac, 
Ill. The company is now producing 3000 
pairs of women’s and children’s shoes 
daily. 


Shoe Rebuilders Plan Code 


BALTIMORE, Mp.—Plans for the or- 
ganization of a trade association in Bal- 
timore are being made by the shoe-re- 
building trade of the city. A general 
meeting of the trade is to be called in 
the near future and as soon as organi- 
zation is effected steps will be taken 
to promulgate a code of fair competi- 
tion. 


Concentrates Production 

CoLumBus OHIO—The G. Edwin 
Smith Shoe Co. has temporarily aban- 
doned operations at its branch plant in 
Newark, Ohio, and is concentrating the 
full production in the larger Columbus 
plant. Additional facilities have been 
installed in the Columbus plant to make 
it possible to maintain the same out- 
put as was secured through the opera- 
tion of the Newark branch. The daily 
production is between 5000 and 6000 
pairs, it is reported. 

Raleigh Lee, president of the Nisley 
Shoe Co., subsidiary of the G. Edwin 
Smith Shoe Co., which operates a chain 
of retail stores, is participating in the 
senior golf match in England and will 
return about the middle of August. 


KENT 
AUTOMATIC 
GARAGE NEW yorK 


The last word in convenience and safety 
‘for your car ,.. occupies its own par- 
ticular compartment . . . offers every 
opportunity for storage by the hour, the 
day, the month . .. with or without 
service. 

Rates $15.00 monthly and upwards... 
Expert repairs on all makes of cars. 


KENT GRAND CENTRAL 


44th St. Near Third Ave. 
Tel. Murray Hill 2-0460 


Your Car Is Never Touched by 
Human Hands 


SHOE RETAILERS 


Here is a simplified method for keeping 
record of your store’s expenses. No 
longer do you have to kéep just the 
old-fashioned ‘‘Paid’’ and ‘‘Unpaid’’ 
bill file because you can’t afford an 
elaborate bookkeeping system and an 
accountant. You don’t have to know 
bookkeeping. Just follow simple A-B-C 
instructions furnished with each 
MERCHANT’S RECORD BOOK and 
keep your own records. In addition to 
showing costs of operating your busi- 
ness it is an indispensable aid in 
completing your income tax report. 
For shoe retailers who do not employ 
bookkeepers. Price $4.50. 

Sent Parcel Post C.0.D. or PREPAID. 


MERCHANT'S RECORD BOOK SALES CO. 


2701 VALENTINE AVE. NEW YORK, N. Y. 


"| STOP AT THE 
HOTEL NEW YORKER ¢ 


because it's just a step 
to every important shoe 
activity in New York," 
said one of America's 
more important shoe 


buyers. 


Smart shoe promotions— 
intriguing — selling 

immediate 
contact with New York 
shoe lines — right under 
your hotel window. 


Located in the silent zone, 
where an undisturbed 
night's sleep revitalizes a 
tired body for tomorrow's 


displays an 


work, | 
2500 ROOMS 
ONLY AND UP | 


HOTEL NEW YORKER 


34th Street at 8th Avenue, New York 


Hotels Van Cleve, Dayton; Book-Cadiilac, Detroit; Ritz-Cariton, Atlantic City, 
also under Ralph Hitz Direction 


Ralph Hitz, President 
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CLAWIFIED ann WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


© 


SALESMEN WANTED 


POSITION WANTED 


LINE WANTED 


WANTED— Salesman for successful retail shoe 
store in central New York State. Address 
D-429, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


SHOE . DESIGNER open for proposition. Will 
associate selling women’s high grade shoes. 
Roy Penzel 833 49th Street, Brooklyn, N. Y 


SALESMAN to carry two to six specialty that 
is selling in every store carrying children’s 
shoes. No competition, only three or four 
samples. 10% commission. Tiny Tot Shoe 
Corporation, Rochester, New York. 


SALESMEN to carry exceptional line of high 
quality, popular-priced shoe buckles for opera 
pumps. All territories open. Liberal commis- 
sion basis. Address D-425, care Boot & Shoe 
ree 239 West 39th Street, New York, 


POSITION WANTED 


ORTHOPEDIC SHOE FITTER. Thirty years’ 
experience. Knows feet mechanics and how 
to correct ordinary foot ailments through proper 
fitting, or Prefer Eastern 
connection. Swift, 167 Sands St., 
Brooklyn, N. 


I DESIRE to connect with a retail shoe firm 
that is progressive and has opportunities for 
advancement. Thoroughly experienced as man- 
ager of shoe departments doing a good business 
over a period of years. Knows business admin- 
istration and accounting. Salary no object. 
Best of references. Address D-424, care Boot 
and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


YOUNG man, 26 years of age, married, would 
like to get connected with a reliable house. 
Has been in the wholesale women’s novelty line 
for eight years. Address D-426, care Boot & 
Shoe Recorder, 140 Federal St., Boston, Mass. 


AN unusual shoeman—25 years retail experi- 
ence—15 years with two largest Chains in 
America—knows successful Chain store methods 
—-has the executive ability to build up groups 
of rundown  stores—Go Anywhere—wire or 
write for details. Address D-427, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


EXPERIENCED Shoeman 20 years in retail 
business desires connections in Eastern terri- 
tory with wholesale or retail establishment as 
salesman, buyer or manager. Experience in 
orthopedic footwear for men, women and chil- 
dren. Write B. M. Helprin, "4247 147th Street, 
Flushing, New York. 


Sales and 
merchandising executive 


with over ten years’ successful experience in 
buying, merchandising and managing retail 
shoe specialty store and metropolitan depart- 
ments of million dollar volume in men’s, 
women’s and children’s shoes and three and a 
half years in promotion, sales management and 
merchandising one of the largest manufacturers 
in stock lines, is looking for a new connection 
in sales or merchandising capacity in either 
retail or wholesale field. 

Forty-one years old, married, university 
graduate. A record that will stand the closest 
scrutiny. 

Address D-430, 
BOOT ‘AND SHOE REGORDER 
239 West 39th St., New York, N. Y. 


LINE WANTED 


LINE wanted for Greater New York. For 
20 years I have covered the Greater New 
York territory handling better grade footwear, 
I have a splendid following with the well rated 
merchants whose credit standing is okay. Am 
desirous of securing a good line of men’s dress 
shoes or a women’s novelty line and am pre. 
pared to do my own financing. Best of refer. 
ences furuiel Address D-432, care Boot & 
~~ Recorder, 239 West 39th Street, New York, 


LINE wanted for Southern territory. Well 
known salesman who has had many years 
of successful experience in the Southern and 
Southwestern states is desirous of securing a 
reputable line of fine footwear for the coming 
season. Has influence with the best buyers in 
his territory. Best of references furnished. 
For further information address D-433, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


LINES wanted by shoe salesman with 30 
years experience and references, with big 
Salhaien in California, ladies’, retailing $1.95, 
95, $3.95. For the better trade, a line of 

‘lyn’s turns. While buyers are in the 
aoe for fall buying now, act quickly. Sam 
Jarmulowsky, 1924 Franklin St., Oakland, Cal. 


WANT LINES FOR 
PACIFIC COAST 
Los Angeles Salesroom 


Aggressive, Coast experience, 
properly financed shoemen. 


Representative will be in 
St. Louis, Milwaukee and 
Chicago. 

For appointment to discuss 
this line-up, 

Address D-421, Care 


BOOT AND SHOE RECORDER 
239 West 39th St., New York, N. Y. 


WANTED line of women’s medium price shoes. 
Middle West territory. Wide acquaintances. 
25 years’ experience. Best refrences. Address 
1D-431, care Boot & Shoe Recorder, 367 West 
Adams Street, Chicago. 


WANTED TO PURCHASE 


POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 
— BUY FOR CASH — 
entire or surplus stocks of 
SHOES—DEPT. STORES 


Leases assumed Transactions confidential 


Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
590 Broadway New York 


Phone Canal 6-4298 and 4299 


Minimum charge 75 cents. 


CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
&* Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


RATES 


Minimum charge 
In all other cases each 


When writing advertisers please mention Boot and Shoe Recorder 
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—ATTENTION— 


MANUFACTURERS — WHOLESALERS — RETAILERS 


We Buy Entire Stocks, Surplus, Cancellations, New and Discontinued Styles 
of Men’s, Women’s, Boys’ and Children’s Shoes. Also Surplus and Entire 
Retail Stocks. 


High Prices Paid for Branded and Well Known Makes, Such as Walk-Over, 
Florsheim, Enna Jettick, Arch Preserver, Matrix, Natural Bridge, Vitality, 


Queen Quality, Etc. 
IRVIN RUBIN 
*““HOUSE OF JOBS” 
BRANDED SHOES OUR SPECIALTY 


89 READE ST., COR. CHURCH NEW YORK CITY 
Formerly 335 Market St., Philadelphia, Pa. 


TELEPHONE BARCLAY 7-7887 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


shoes. 


Should be in every shoe store. 
Raises vamp from throat to tip. Lengthens too short shoes. 
best grade of cold rolled steel, nickel plated. For sale by shoe findings jobbers 
and wholesale shoe houses everywhere, or send your order direct to us. 


NU-WAY SHOE STRETCHER CO., 4367 Duncan Ave., St.Louis, Mo. 


NU-WAY SHOE STRETCHER—VAMP RAISER—LENGTHENER 


Relieves and permanently corrects tight-fitting 


Made of 85.00 


COMPLETE 


* with 3 sizes 
of lasts 


HOTELS 


FOR LEASE 


BUSINESS OPPORTUNITY 


Kee. 


.. is a word we’re fond 
of at the Paris. There’s a free 
swimming pool—a solarium—a 


roof garden—a radio in every 
toom. With our rates of $16. a 
week for room, bath, breakfast 
and dinner, you can afford to 
live here — FREE from worry. 


Hotel - 


97th ST. AT WEST END AVE. 
NEW YORK CITY 


N exceptional opportunity to lease a Shoe 
Department. Most prominent Women’s and 
Children’s Department Store northwest of Pitts- 
burgh, located on the best corner in town. Popu- 
lation 40,000. First floor space. Excellent win- 
dow space. Percentage basis. Communicate with 
—— s Department Store, New Kensington, 


NEW YORK for 


as Two Days Sundays 
Holidays Included 


@ Taxi Fare from Bus Terminal or R. R. 
Station to Hotel. 
@ Beautiful Room with Bath and Shower. 


@Three Deliciously Prepared Meals in 
the Broztell Dining Room. 


@ Orchestra Seat to a Current Broadway 
Show Hit. 

@ Special Dinner in the Famous Green- 
wich Village Barn, Featuring Leading 
Broadway Stars in a Splendid Floor 


how. 


Hotel Broztell 


27th Street at 5th Ave., New York 


Two men with good following of retailers in 
the metropolitan area with little money wish 
to start in jobbing of Misses’, Children’s 
McKays and Welts, also Women’s Welts, look- 
ing for manufacturers to carry them. Good op- 
portunity for big outlet. Address D-428, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


SHOE and HOSIERY 


departments everywhere are 
building profits and good- 
will with genuine 


WALK-EZE 
Stocking Protectors << 

They Sell 
‘hemselves 


Only WALK-EZE’S 

are made of pat- \ 
ented Kemi-Suede 
—the non-injurious 
material that is 
durable — washable 
—hygienic and 
sweatproof. 


Protected by 
Patent Numbers 
U. S. 1669790 


CAN. 281021 
Sizes for Women, Stamped on 
Men ard Children every pair. 


—Order from your jobber— 


“RUDOR” 

ADJUSTABLE 
SHOW CARD 
HOLDER 
Holds Price 

Cards in Any 
Desired Position 
Used by Chain 


Stores and Shoe 
Stores Since 1916 


Price 82.50 
per gross 
1.35 per 2 gross 


Write for Cata- 
logue of Other 
Holders 


New York, N 


When writing advertisers please mention Boot and Shoe Recorder 
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A Live Mailing List 
[CONTINUED FROM PAGE 21] 

Of course, sales people should get 
the name and address of every sale to 
keep up the purchase records on the 
cards. 


Using the Classified List 


With the mailing list thoroughly 
classified, as suggested, or in another 
effective manner, you are in a position 
to get the most ’ results from your di- 
rect mail promotions. You can place 
your shots! Waste is eliminated. 

Suppose you have a group of men 
clerks in various stores in town to 
whom you wish to write a letter: 


Dear Sir: 

Cheerfulness pays a big dividend these 
days. Your customers like a cheerful greet- 
ing and alert service, but a man’s likely to 
lose his p and smile long before the day 
is over if his feet are “all in.” That’s why 
we're so particular about fitting shoes so 
that you shall have all day comfort. We 
know how important it is to your health 
and income. 

I would like to show you our No 
to have you see how it supports the Socal 
and “cups” the heel while amt good room 
across the ball of the foot. t’s a great 
shoe for a man who is on his feet all day. 
It’s only $5.00 and will give long service. 

Please ask for me when you stop in. 

Yours very truly, 
(Signature) 


This could be followed up with a 
postcard, having a brief message and 
a picture of the shoe: 

Here it is!. The shoe we wrote to you 
about before! Our No. ...... , the finest 
$5.00 shoe ever made for a man who is on 
his feet all day. Why not stop in and try 
it on—see how firmly it supports the arch; 
how it holds the heel; how much ball-room 
there is across the sole; how it combines 
wear without excess weight. Please ask 
or me. 

Yours very truly (signature) 

Equally pertinent messages can be 
sent to any group when your list is 
classified. Where facilities are limited 
(even in a one-man store) contacts 
with various groups can be maintained, 
even where a hand written post card is 
all that can be used! 

With this plan carried through this 
Summer, you will have (1) a complete 
check-up of your community’s ex- 
pressed opinions of how to make your 
merchandise and service click, (2) a 
complete classified mailing list, (3) a 
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A BUYING GUIDE TO 
OUR ADVERTIZERY 


IN THIY 


IYFUE 


BOOTS AND SHOES 


Bass, “i H., & Co., Wilton, Me 


Chase, S., Sons, Haverhill, Mass 
Clapp, Bawin, & Sons, Inc., E. Weymouth, 


ail John, Shoe Co., Buffalo, N. Y 
Elam, F. S., Shoe Co., Rochester, N. Y.... 


Green Shoe Mfg. Co., Boston, Mass.Back Cover 
Hannahson’s, Haverhill, Mass 
Irvin Rubin, New York City 
. Jarman Shoe Co., Nashville, Tenn 
Mrs. Day’s Ideal Baby Shoe Co., Danvers, os 
Ss. 


Nettleton, A. E., Syracuse, N. Y 

Old Colony Shoe Co., Brockton, Mass 

Peters, Branch of Int. Shoe Co., St. Louis, 
Mo. 


Richards & Brennan Co., Randolph, ee. - 
Roberts, Johnson & Rand, St. Louis, Mo.. 
Rohn Shoe Mfg. Co., Milwaukee, Wis 


Shaft-Pierce Shoe Co., Forest, Minn.... 
Smith, J. P., Shoe Co., Ine., Chicago, Ill. 
Swan Shoe Co., Baltimore, Md 


LEATHER AND OTHER MATERIALS 


Allied Kid Co., Boston, Mass 


a & Almy Chemical Co., Cambridge, 
Mass Front Cover 


eeti John R., & Co., Camden, N. J 
Hubschman, E., & Sons, Inc., Phila., Pa.... 2 
Kistler Leather Co., Boston, Mass. 

Levor, G., & Co., Inc., New York City 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 
Cavalier Corp., Baltimore, Md 


bg Shoe Machinery Corp., Boston, 


SHOE ACCESSORIES 
Nu-Way Shoe Stretcher Co., St. Louis, Mo.. 47 


Shoe Form Cr, Auburn, N. Y 
Simplex Shoe Tree Corp., Chicago, Ill 
Scholl Mfg. Chicago, Ill 


MISCELLANEOUS 


Hotel Broztell, New York City 

Hotel New Yorker, New York City 

Hotel Paris, New York City 

Kent Automatic Garages, New York 

Kirsch-Blacher Co., Inc., New York City.. 
Merchant’s Record Book Sales Co., New 
York City 45 

icago, Il 
Corp., New York City.. 
Deutsch, bay York City 
wake Ese, New York City 


check and follow-up system for cus. 
tomers. 

Certainly all that will more than re. 
pay the time and effort. put into it. In 
sales and savings the classified MAIL- 
ING list offers tremendous possibilities. 

A LIVE mailing list is a money 
maker! 


To Sell More Shoes, Show 
More Styles 
[CONTINUED FROM PAGE 28] 


wide selection, the average customer 
will find something that appeals to her 
taste, or fulfills the purpose she has in 
mind. If the merchant can, through his 
windows, convince customers that he 
has the shoes they want, then his 
chances of increased sales are material- 
ly increased. 

Notice, also, that the arrangement of 
shoes in each of these windows is such 
that every style is plainly visible. None 
are hidden back in dark corners, or 
poorly displayed because of being 
placed too high or too low to attract 
attention. Windows of this type, which 
seem to be coming into more general 
use, demonstrate a growing recognition 
on the part of retailers that, after all, 
the merchandise is the thing. Show peo- 
ple that which they will wish to buy and 
you have gone a long way toward over- 
coming possible price resistance. For 
the majority of people buy things be- 
cause they want them rather than be- 
cause the price happens to be low. 


To Manage Walk-Over Store 


INDIANAPOLIS, IND.—The Walk Over 
Shoe Company store here at 28 North 
Pennsylvania street will be managed 
by Capt. Thomas A. Bailey, who suc- 
ceeds G. F. White as local manager. 
Bailey comes to Indianapolis from the 
Walk-Over store in Baltimore. He has 
been with the firm more than 13 years 
and served as manager of the Liver- 
pool (England) branch and at Toledo 
and Lima, Ohio. 


New Douglas Store 


BALTIMORE, Mp.—The W. L. Douglas 
Shoe Company has opened its new store 
at 17 East Baltimore Street, Baltimore, 
handling men’s shoes exclusively. The 
store handles all lines at its store at 
123 North Howard Street. The other 
— may be carried at the new store 
also. 


When writing advertisers please mention Boot and Shoe Recorder 
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' SMART SUEDE SHOES 
FOR FALL 


Fashion forecasts for Fail predict a big season for 
suedes. To meet this demand, Vitality offers an un- 
usually complete and comprehensive In-Stock Service 
on suede patterns in the latest vogue. These shoes in- 
clude regular and spectator sport models. 


The outstanding In-Stock Service offered by Vitality 
on this suede line is unique and assures dealers rapid 
turnover, quick fill-ins and increased profits. 


The intensive National advertising campaign on this 
line further assures a big demand for Vitality Shoes. 


Every shoe built by Vitality embodies Vitality’s high 
standard of quality and the Vitality principle of health 
construction assuring the wearer of walking in the 
Charmed Circle of Fit, Economy, Smartness and Vitality. 


The Fall line of Vitality Health Shoes, underwritten 
by the vast resources of the world’s largest shoe 
manufacturer, presents an outstanding merchandising 
proposition to progressive dealers. 


VITALITY SHOE COMPANY: St. Louis, Mo. 
Branch of International Shoe Co. 


WOMEN’S H CHILDREN’S BOYS’ 
Widths and Sizes 


AAAA to EEE AAA to G AtoE 
Sizes 2to 11 Sizes 5 to 14 for all ages Sizes1to6 


VITALITY THRIFT GRADE SHOES FOR MEN AND WOMEN 


Nationally Advettised in 
VOGUE - LADIES’ HOME JOURNAL + McCALL’S * GOOD HOUSEKEEPING 
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SANDRA CELIA. a  LAVERNE 


HROUGHOUT the twenty years of G. LEVOR 
& CO., Inc., specialization in whites, you have 
attached complete dependability to every order for 
leather of this tannage and shoes made from it. That 
confidence on your part was justified by your experience. 
White leather without equal on tanned without skimping 
values; without disappointments as to quality, prices or 


timely deliveries. 


The responsibilities of keeping a business successful; of 
earning the right to sell you satisfaction and buy your 
good-will were fully met. Leadership resulted from this 
distinguished competence, requiring continual research, 
experiments and tests which have yielded today an 


achievement of remarkable significance. 


G.LEVOR 


TANNERS OVER 57 YEARS 


Be. 
n 
“ 
- 
Vv 
= 


THE PERFECT WHITE 


Y a revolutionary new process, developed entirely 


within LEVOR laboratories and tanneries, and 


subjected to rigid tests over a period of many 


months, a notable advancé in white leather production 


has been achieved. 


“THE new WHITEST WHITES” are vastly superior to 
any white kidskin tanned previously. You are now offered 


white LEVOR kid that, 


when lasted, produces a 
smooth, tight, silky appearance, with long wearing 
and washable surface qualities. 


Your hand and eye will each confirm the unique beauty 


of this new white tannage, which stays pure white through- 


out the life of the shoe. 
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RED BALL 


A BALL-BAND 
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REPORTER 


PUBLICATION 


Volume 1, No. 1 


MISHAWAKA 


INDIANA 


August 5, 1933 _ 


BALL-BAND SALESMEN NOW OUT WITH 


1934. LINE OF CANVAS SPORT SHOES 


Prices on Footwear have advanced 
but raw materials have advanced 
much more. Unless materials should 
decline considerably, further advances 
in Footwear are more than justified. 


Ball-Band Sales Mount With 
Basketball Popularity 


“In Indiana, where basketball is king, 
admissions for the sectional, regional 
and final tournaments in 1932 
7 totalled $157,110.92. The two- 
le. day final round of the tourn- 
©. ament at Butler University 
field house in Indianapolis 
took in $39,760.50.” The fore- 
going is from the Scholastic 
Coach for November, 1932. 
And along with the in- 
creasing popularity of bas- 
ketball in Indiana, as throughout the 
country, goes the increasing popularity 
of Ball-Band Sport Shoes for indoor 
use, especially the “Official,” leader of 
the Ball-Band line. Its many outstand- 
ing features, including a special self- 
cleaning sole, exclusive with Ball-Band, 
make it especially desirable for basket- 
ball or any other kind of gym work. 
This famous shoe is specified by numer- 
ous high school and college 
coaches because the special 
sole ensures speedy foot- 
work—quick starting and 
instant stopping WITHOUT 
SLIPPING. 
In fact, Ball-Band Sport 
Shoes generally are worn 
not only in the gym, on the 
playing field, and for hiking 
—but they have become 
very popular for every day 
use. That’s one reason why 
sport shoe sales are mount- 
ing day by day, giving Ball-Band deal- 
ers a steady, growing demand with in- 
creased footwear profits. 


FROM SHEEP TO SOCK 


The yarn that goes into Ball-Band 
Athletic and other Wool Socks is made 
from wool that is cleaned, 
carded and spun at the 
Ball-Band factory. This 
control of every opera- 
tion. from the source to 
the finished product nat- 
urally results in a grade 
of woolen footwear diffi- 
cult for any other manu- 
facturer to match. 


New Numbers, New Sole Designs, 
New Construction Features 


Salesmen for the Mishawaka 
Rubber & Woolen Manufacturing 
Company are now showing the 
1934 line of BALL-BAND Canvas 
Sport Shoes to the trade. They 
expect improved business due to 
the increasing demand for canvas 
and rubber footwear, and the im- 
provements which have been 
made in the Ball-Band line. These 
improvements include foot-com- 
fort lasts and the new and exclu- 
sive STA-KLEEN insole which 
stays firm, smooth and clean, and 
does not absorb perspiration. 

Improvements are all the more 
important because more and more 
Canvas Sport Shoes are being 
bought for every day wear. This 
is especially true at this time be- 
cause the increasing price of 
leather makes sport shoes so eco- 
nomical. Ball-Band Sport Shoes 
are also built to style standards 
which add to their attractiveness 
as shoes for every day use. In 
view of these and other factors, it 
is expected that the sale of sport 
shoes throughout the country will 
continue to show gratifying gains. 


How many trade-marks can you 
name that have been before the pub- 
lic longer than the famous Red Ball? 
And how many trade-marks are as 
easy to remember? 


LOCAL BOYS ON 
PROVING GROUNDS 


Automobiles are tested on proving 
grounds, in actual operation. Why 
then, asked Ball-Band, shouldn’t canvas 
sport shoes be tested in actual use on 
real boys? So 250 Mishawaka boys 
were selected for the test, equipped 
with new sport shoes, and told to “go 
to it!” Each week the boys reported. A 
record was made of the condition of 
each shoe. In that way Ball-Band has 
tested all kinds of soles, insoles, leather, 
composition, fabric (competitive makes 
as well as Ball-Band). Result: Ball-Band 
proved to be better. The Ball-Band in- 
sole is non-absorbent; it does not 
stretch, shrink, crack, buckle, or rough- 
en up. And it STAYS CLEAN. These 
tests have proved so successful they 
will be continued. 


Back of every Ball-Band dealer is the 
Ball-Band factory...ready to push the 
sale of Ball-Band by furnishing adver- 
tising material that will assist in 
boosting sales. 


A complete line of Ball-Band gives a 
dealer something to sell every day in 
the year. 


THE HOME OF BALL-BAND FOOTWEAR 


The Ball-Band factory is one of the 
largest in the world devoted entirely to 
the manufacture of rubber, leather, can- 
vas and woolen footwear. For a third 
of a century Mishawaka products have 
kept pace with changing times, chang- 


ing soqnivements, changing styles. As 
a result, Ball-Band Footwear bearing 
the famous Red Ball trade-mark is 
always up-to-date ...and usually in ad- 
vance with new improvements in ma- 
terial, construction and design. 


This news page is published periodically by the Mishawaka Rubber & Woolen Mfg. Co., Mishawaka, 
Indiana, to keep merchants informed about the latest developments in BALL-BAND Rubber Footwear ... 
Canvas Sport Shoes . . . Fabric Summer Sandals . . . Leather Work Shoes . . . and Woolen Footwear. 
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FOOT-.FACTS 


1. 9 out of every 10 women have some 
form of foot trouble. 


2. They need Musebeck Shoes for their 
85% shoe—when they’re on their feet 
most. 


3. They won’t object to this normal look- 
ing Health Shoe—because it gives abso- 
lute comfort. 


Copyrighted 1933 


The Health Spot keeps feet in the nor- 
mal position, with weight on the outer 
parts. 


It is only the point where pressure may 
be applied to straighten up weak feet 
without injury to health. 


Feet in the normal position can’t cause 
trouble. 


Areal opportunity for the conscientious 
dealer to develop a steady profitable 
business. 


The world is becoming foot-health con- 
scious—Be prepared! Investigate these 
shoes today! 


Danville Illinois 


When writing advertisers please mention Boot and Shoe Recorder 
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AMERICA'S 
FINEST STORES 
- Wew York—Best &Co, 
Foot Saver Shops: 
Chicago—Chas. A. Stevens & Co. 
Foot Saver Shop 
Philadelphia—John Wanamaker 
Detroit—McBryde Boot Shop 
Los Angeles—Innes Shoe Co. 
Cleveland—Stone Shoe Co. 
St. Louis—Famous-Barr Co. 


Baltimore—Wyman’s 
Boston—T. E. Moseley Co. 
Pittsburgh—Jeseph Herne Co. 
San Francisco—City of Paris D. 6. Ce. 
Milwaukee—Gimbels 

Costume Bootery 
Buffalo—Flint & Kent 
Washington—B. Rich’s Sons 
Minneapolis—L. §. Donaldson Co. 
Cincinnati—The Hi. & Pogue Co. 
Kansas Cily—John Taylor D. 6. Co. 


Providence—F. E. Ballou & Co. 
San Antonio—Joske Bres. Co. 
Omaha—J. L. Brandies & Co. 


Harttord—Aibert Steiger Co. 
Fort Worth—The Fair 

lew Haven—Edw. Malley Co. 
0. 6. Co. 
Springfield, Mass —Albert Steiger Co. 


Advertised in Vogue and Ladies Home Journ 
In stock in black suede, brown suede,. bla 
or brown kid. Send for complete catalog. 


THE JULIAN & KOKENGE CO, Columbus, ( 
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F all is a group of shoes in which 
‘perforated design is repeated.” 


by U.S. Design Patent No. 90269 


“Fit the Foot in Motion” 


outstanding feature of the 
HoT SAVER COLLEC TION 


FEATURED BY 
AMERICA'S 
FINEST STORES 


Chattanooga—Miller Bros. Co. 
Erie—Erie D. 6. Co. 
Spokane—Gunn & Critzer 

Ft. Wayne—M. App’s Sons 
Reading—Pomeroy’s 
Wichita—Geo. Innes D. 6. Co. 
Tacoma—Rhodes Bros. 
Wilmington—Braunstein's 
Knoxville—Spence Shoe Co. 


Peoria—Block & Kuh} 


Canton—Flelscher Shoe Co. 
South Bend—Paul 0. Kuehn 

El Paso—Guarantee Shoe Co. 
Duluth—Glass-Block 
Sacramento—Weinstock-Lubin Co. 
Wilkes-Barre—Simon Long's Sons 
Rockford—Owen’'s Inc. 
Savannah—B. H. Levy Bros. Co, 
St. Joseph—Griffith’s 
Saginaw—Fred C. Nentwig 
Harrisburg—Mary Sachs 

Sioux City—Schulein 
Binghamton—Parlor City Shoe Co. 
Lincoln—Miller-Paine Co. 
Troy—Wm. H. Frear & Co. 
Springfield, |I—Morrissey-Argus Co. 
Portland, Me.—Palmer Shoe Co. 
Mobile—E. H. Britton 
Racine—Lau Shoe Co. 
Johnstown—Zang’s 
Montgomery—Lane & Matthews 
Topeka—The Crosby Bros. Co. 
Oak Park—E. J. Fanning 
Davenport—M. L. Parker Co. 
Madison—Huegel-Hyland Co. 
San Jose—Herold Shoe Co. 
Cedar Rapids—Killian’s 
York—Newswanger’s 
Jackson—Levy Bootery, Inc.- 
Fresno—Roos Bros. 
Kenosha—Cohn Shoe Store 
Stamford—C. 0. Miller Co, 
Waterloo—Fox Shoe Store 
Lexington—Wolf-Wile Co. 
Wichita Falls—W. B. McClurkan & sal 
Amarillo—White & Kirk 
Joliet—F. E. Marsh Co. 
Lima—Sill Shoe Co. 
Dubuque—Roshek Bros. 
Quincy—Halbach-Schroeder 

Green Bay—Hoeffels Boot Shop 
Elgin—Joseph Spiess Co. 
Joplin—Breck’s Shoe Store 
Colorado Springs—VYorhes Shoe Co. 
Santa Ana—Peterson’s 
Parkersburg—Dils Bros. Co. 
Hutchinson—Pegues-Wright 
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Years 


TESTED QUALITY 


SIXTY-THREE YEARS Of careful expe- 
rience in the production of 


DUNHOOD 
FINE KID LEATHERS 


has made our line 


A LEADER for QUALITY 
and SERVICE 


FINE BLACK KID Tanned principally from selected 
Brazil and South American Skins. 
WHITE KID 


BLACK GLAZED BRAZILIAN KID ° 
Shoes made from Dunuoop Kid 


WHITE BRAZILIAN KID build an enviable reputation. 


HOOD, 


«i TUNGAN, HOOD & CO., INC. 


240 WEST SUSQUEHANNA AVENUE, PHILADELPHIA, PA. 


Ef 1627 LOCUST STREET 83 SOUTH STREET 
ST. LOUIS,MO. BOSTON, MASS. 
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